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‘The Hardware Dealers’ Magazine’ : 
PUBLISHED EVERY THURSDAY 
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MONARCH /S5 A COMPLETE LINE OF CH/ILDRENS' VEH/CLES 
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J. C. Meyers 


l!) ESIGNS Pt sohereicrertomcet 
You Have Never Seen Before — 


One of the largest and most modern _ trade—entirely new designs, depend- 
Children’s Vehicle factories is mow able quality, and right prices. Backed 
ready to display new models in _ by a quarter century’s practical expe- 
Send tor Autos, Velocipedes, Coasters and rience in Children’s Vehicles. You'll 
Catalog of other Vehicles for Children. They _ be interested in the Monarch line. 
— will meet every requirement of the Write for catalog. 
a THE MONARCH PRODUCTS CO... . TIFFIN, OH1O 


~ MONARCH 


VEHICLES FOR CHILDREN 
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BURGESS 


Swap Lite 


FLASHLIGHT 


59% 














TREY LIL NEVER LOSE A CUSTOMIER FOR YOU 


y. ... in common with other intelligent dealers . 


know that most of your regular customers depend largely 




















upon your recommendations in buying merchandise. 
You ... like other well-informed dealers ... know of the 
excellent reputation enjoyed by Burgess Products. Sheer 
merit... the result of continual scientific research ... has 
won an ever-increasing number of customers for Burgess 
dealers. Experience has proved these products to be the kind 


that you can recommend without “crossing your fingers.” 
y y 





Write for details of the 1930 national and localized 
advertising campaigns ... window and counter displays... 
consumer folders and booklets — all designed to help you 


build your sales and profits to higher levels. 


BURGESS BATTERY COMPANY 
General Offices: CHICAGO 
NEW YORK CHICAGO SAN FRANCISCO 


IN CANADA: 
NIAGARA FALLS AND WINNIPEG 






























































RADIO & SNAPLITES, 

IGNITION FLASHLIGHTS 
BATTERIES & BATTERIES 
HARDWARE AGE, published every week by the IRON AGE PUBLISHING CO., Division of United Business Publishers, Inc., 239 West 39th Street, New 
York, N. Y., U.S. A. Established 1855. Entered as second class matter May 22, 1913, at the Post Office at New York, under the Act of March 3, 1879. 


(Printed in U. S. A.) $3.00 per year. Single copies 25c. each. Vol. 125, No. 22. 





= 


at 


— 











HARDWARE AGE for MAY 29, 1930 














4 HARDWARE AGE for MAY 29, 1930 





oh ee 
THAN EVER 





THE Griswold Tite-Top Dutch Oven is 
better stock than ever for you to handle. 
It comes in cartons, easy to store, easy to 
inventory, easy to ship to your customer. 
One Tite-Top Dutch Oven to a carton, with 
the contents stenciled on the carton. 

The Tite-Top Dutch Oven itself—a con- 
sistent seller since 1865—is better than 
ever. Its self-basting cover is now a clean- 
easy cover; ready to use without a com- 
plicated cleaning process; simply wash 
with soap and water. Order standard-car- 
ton Dutch Ovens from your jobber or us. 
Regular iron finish Dutch Ovens; or “Sil- 
verlike”—with nickel finish. Or “China- 
like” with blue or green enamel. The Gris- 


wold Manufacturing Company, Erie, Penna. 





Reg. U. S. Pat. Of. 


GRISWOLD 





All clean stock. No extra cost 
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The — 

HIGH POWERED 
SALESMAN 

with his 15% off... 


Jed Hawkins found that the 
high powered salesman with 
his 15% off would have cost ‘intend 
him over 50% in profits. as 


arereadytogive } . 
me that order * 


— Hardware Age, Nov. 28, 1929 ri grab the | 
%70- 4 

















The Jobber is THE BEsT Is 
Your Best Friend THE Cheapest 


The Leading Jobbers have carried 
A buffer between you and the Bosley’s Weather Strip longer than 
* hey can remember. 
High Powered Salesman—Co- aang en 


operate with the Jobber. 


OSLEY’ 


Weather Strip 


TRADE MARK REGISTERED 


ALL PACKAGED 
Bob Bosley says... 


The Standard for Over 60 Years “The high powered sales- 


man is generally afraid to 





A Real Salesman when 
on the counter Chicago, II. come back.” 
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AME RICAN 


ppliances gs~o 
Compete + one 
Heating. Lighting Servi 
for every hey 




















We Are Proud of the Flattering Reception 
You Gave This New Range 


Great news from the western front! Also the 
northern, southern and eastern. It seems that 
the new Kitchenkook has taken the country by 
storm. 

First, from the hardware conventions came 
glowing reports. Comments from visiting 
dealers were universally favorable. 

“It’s a beautiful range,” said one. “A good 
looking stove like that is half sold when your 


customer sees it.”’ 


From another, “‘It’s just as good as it looks, 
too. Notice the weight of that material, the 
finish, and the way it is fitted together. Cer- 
tainly is a well built piece of merchandise.” 
So ran the comments. 

Then they said it with orders. 

Production schedules have been stepped up to 
keep pace with the gratifying reception accorded 
the new Kitchenkook. 
prompt shipment on all of the eighteen models. 


We can now make 


American Gas Machine Company, Inc. 


ALBERT LEA, MINNESOTA 


78 READE STREET, NEW YORK, N. Y. 


4242 HOLLIs STREET, OAKLAND, CAL. 


Canadian Distributors: GENERAL STEEL WARES, LTD.—Branches Across Canada 


AME RICAN 








ITCHENKOO 


aU 








Economical Gas Service - for Every Home 
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BIG PROFIT PER SINGLE SALE! 








The only Motor-Driven- 
BRUSH CLEANER 
with a motor built to 
industrial specifications. 





Its rugged construction 
eliminates repair risks. 
Its super suction makes 
the use of sanitizing and 
cleaning accessories 
practical » » » » 








SSID RAPT TACO MeL Nee DE OKIE eenigy (PA PRAURBGE SERED -_ 





= 
ACCESSORIES 





MOTOR-DRIVEN-BRUSH 
CLEANER AND SANITIZER 


What feature sells electric cleaners for dealers? 


MOTOR-DRIVEN-BRUSH ACTION! 


What enables house-to-house crews to sell cleaners 
at from $75.00 to $85.00 against dealer competi- 
tion?—Equipment which Sanitizes, Repels Moths, 
Deodorizes and provides for easier ‘‘off-the-floor’’ 
and Auto Cleaning! 


Now DEALERS can offer complete SANITIZING plus Motor- 
Driven-Brush action and convenient Auto Cleaning at 
about half the price of any other Sanitizing System! 


The new CLEMENTS Motor-Driven-Brush Cleaner, alone, 
sells at only $39.50. Accessories at $8.00 additional 
include not only all cleaning parts commonly given but also 
Sanitizing Compound, exclusive Sanade Compound Dis- 
penser—and Carrier Handle. The Carrier Handle and the 
convenient cleaning accessories make it possible to apply 
the full power of a standard size cleaner to every ‘‘off- 
the-floor’’ cleaning task. 





Only by merchandising exclusively through regular dealer- 
jobber channels can CLEMENTS offer such portability, 
Sanitizing, and Motor-Brush action at this rock bottom 
price. And never before has such equipment been offered 
through dealers! 





Think what this amazing combination makes possible for 
you! It enables you to bring into your store business which 
is now going to house-to-house crews. It permits you to 
sell in volume, right from your floor, an item on which 
there is a mighty nice profit per single sale! 


Meet house-to-house competition by offering—at about 
half the price—the same equipment which is enabling 
them to come into your town and sell against you. DEFEAT 
this competition by offering MOTOR- DRIVEN - BRUSH 
ACTION which no other Sanitizing System provides! 























We help you get this profitable business. We can show 
you, also, business opportunities opened up by this new 
combination which will amaze you. Write for full details. 


CLEMENTS MFG. CO. 


624 FULTON STREET, CHICAGO 





Sanitizing and Cleaning 
Accessories—at the price of 
Cleaning attachments—alonel 
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| mopeL 
gas engine 
$129.50 








MODEL Y | 
electric 
$99.50 




















SELECT-A- 
SPEED, gas 
engine, $195 














SELECT-A- 
SPEED, elec- 
tric, $165 











ERE’S a new day and a new deal for 
H the washing machine dealer. Get 
this extra-profit proposition without delay. 
Write or wire the factory for details. 


There is no strata of competition that 
can’t be knocked over with the Meadows 
line. Different cities and different rural mar- 
kets present different competitive set-ups. 
The Meadows line is the answer to every- 
one. Is your competition mail-order? Then 





see how they like selling against the Model Y 
Briggs - Stratton Gas Engine Meadows for 
$129.50. Or is your chief competition a: 
higher-priced washer? Then see how the 
Meadows Select-A-Speed outperforms and 
outdemonstrates the whole world regard- 
less of price. 


Get the facts on this great new deal on 
a great new line. No obligation whatever. 
Write or wire. 


THE MEADOWS MANUFACTURING CO., BLOOMINGTON, ILLINOIS 


MEADOWS 


THE LINE THAT ALWAYS WINS 
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To serve, push thumb piece 
down and pour. The Handy 
Mandy makes a pitcher 

of your milk can. 


HANDY- MANDY 


MAKES A PITCHER OF YOUR MILK CAN 


VERY home needs the Handy Mandy. The utility of this convenient appliance 
is apparent to everyone. You'll be amazed at the instant success and profit pos- 
sibilities of this great little money maker. 

The Handy Mandy holds the milk can firmly, punches two holes in the top of 
the can, keeps the holes sealed when not in use, prevents spilling and evaporation 
and has nothing to break or get out of order. It's well 

made of steel and is finished in a beautiful jade green. 


SEaISaa Rss Women praise its convenience, dealers praise its 
- Bag Mi —s quick turnover and generous mark-up. Join the Profit 
trated above. Parade. See your Jobber. If he can’t supply you, 
tear out this ad, pin it to your letterhead, fill out the 
coupon and mail it today. THE HANDY MANDY 
COMPANY, JOHNSTOWN, PENNA. 

















<—"Oe 
MESA Pree, 
m 
en cay 
“HANDY: Maan 





Artistic Sales-Producing 
DISPLAY STAND GIVEN FREE 
(Jobbers: Write for prices and details) with each order, 








THE HANDY MANDY COMPANY 
621 Railroad St. - Johnstown, Pa. 
Send at once, all charges paid, your 
[] Offer 1. One dozen Handy Mandys $2.10 Including Display Stand 
TH STE (C] Offer 2. Three dozen Handy Mandys $6.00 Including Display Stand 
Slight pressure on for which | enclose check for I am to receive display stand free. 


li h i 
peck sr milk a omens (Place mark in square before offer wanted.) 














Name... 
Address......... m cal — L " 
Jobber’s Name 
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poiled preserves are a tragedy f 


WHEN the home canner buys jar rub- 
bers for her season’s preserving she is 
not concerned over a cent or two per 
dozen,- she is thinking of her glistening 
rows of home canned foods which she 
proposes to put on the cellar shelves 
and her first thought for jar rubbers is 
~ RELIABILITY. 

q She has had plenty of trouble with 


cheap jar rubbers and she is through 
with them! She knows that 10 cents 





per dozen is the standard price for jar 
rubbers and she is inclined to distrust 
rings which cost but 5 cents a box. 

{| Years ago the market was flooded with 
3 cent jar rubbers and the countless dis- 
asters they caused in preserve cellars was 
the reason for the Good Luck ring be- 
ing put on the market in 1906. 
{Millions of home canners buy jar rub- 
bers by name and prefer Good Luck be- 


cause they know they can trust them. 














, A product of THE BOSTON WOVEN HOSE AND RUBBER CO. 


CAMBRIDGE, MASSACHUSETTS U.S.A. 
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E 7093 
Chromium 
Plated 


BRL PEARL R RE Rn e ell 
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With the Biggest Iron Value 
ever Put on the Market 


UNIVERS. 
ELECTRIC IRONS” 


NEW TIP-UP MODELS 


Line 


q . i 
ougty 
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E 7709 Chromium Plated 














UNIVERSAL 


Adjustab 


Automatic 


No. E-7093 $ 7 95 


New Selling Features 





iron 


Dial heat regulation: Maintains 
an even ironing temperature at 
any point between high and low. 


Automatic Circuit Breaker: A 
simple, trouble-free device that 
positively prevents over heating. 


Wrinkle-Proof Construction 
Chromium plated finish, con- 
venient Tip-up Stand, cool well- 
balanced mahoganized handle, 
large ironing surface and heat 
storage capacity. 


YOUR JOBBER CAN SERVE YOU PROMPTLY 


| LANDERS, FRARY & CLARK 


NOW READY TO BOOST YOUR IRON SALES 





| New Britain 


















E 9770 





Wrinkle-Prooft on 
No. E-7709 $4.95 95 


The famous UNIVERSAL Wrinkle- 
Proof Iron with new chromium 
plated finish: convenient Tip-up 
Stand and mahoganized handle at 
NO INCREASE IN PRICE! This 
Iron’s specially designed round heel 
enables it to iron backward and 
sideways as easily as forward with- 
out wrinkling. 











MZ MCID VTP 


No. E-9770 $ 3 95 


|The equal in appearance, 
| performance and quality of 
a most $5.00 irons. 





Connecticut 





Nickel Plated 






that Pavys a Re al ?; it 
The last word in Popular Automatic and Non- 
Automatic Iron Designs, covering a wide price range 
and satisfying every 


Consumer demand. 


cA ANAS anni 


108 San CNR MA URNA OR RRS tC NR 
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PRICE with QUALITY 


























THE HORTON-BUILT EMERALN 
A beautiful, dependable and popularly 
priced washer. Submerged agitator type; 
porcelain tub, inside and out, in rich 
olive green; Lovell Pressure Cleanser 
Prices slightly higher in extreme east and 
west. 


Not price alone—but price with quality. You hear 
it from every customer. They want modish, simple 
design—porcelain tubs—pleasing tones—above 
all, recognized features. And, they want price. 
Can you, Mr. Dealer, meet this demand? 


Most certainly you can. Feature for feature 
the above two Horton washers are without an 
equal in price with quality. They fit your cus- 
tomers’ idea of what the washer dollar should 
buy. They offer to you a sales opportunity 
which is unsurpassed in today’s market. 













THE NEW No. 36-83 WASHER 
Among its features are a tub of 
gleaming porcelain on Armco and 
a Lovell Pressure Cleanser with 
balloon rollers. / 




















Never before in our 59 years of manufacture 
have we offered so many distinguished features 
as are embodied in these two models: Lovell 
pressure cleanser (wringer) with the famous 
Lovell rollers; Porcelain tub, inside and out; 
Cast aluminum submerged agitator; Sealed, 
silent mechanism; Motors by leading electrical 
manufacturers; Gasoline engines by Johnson 
and Briggs-Stratton. 


Check these features with any washer in their 
price class. There’s no comparison. 


HORTON MANUFACTURING COMPANY 


FORT WAYNE, 


INDIANA 


“i HORTON“ 


A GOOD NAME 


FOR 59 YEARS 
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Blade forged 
from _ toughest 
steel, Every 
blade tested to 
split a screw 
head. 


Blade cannot 
work loose or 
turn in the 
handle. Handle 
affords a firm 
grip. 

Sizes: 112” to 
30” blade. 


Send 
for 
Tool 
Catalog 





It Drives Screws Straight Home 


When a carpenter gets behind a Champion Screw Driver, 
the screw is quickly driven straight home. 


The tough forged steel blade in the Champion does its 


Champion 
Screw Driver 


duty unfailingly 
and the special 
construction posi- 
tively prevents the 
blade from work- 
ing loose or turn- 
ing in the sure-grip 
handle. 


Standard for over 45 years. A wonderful seller to Car- 
penters, Machinists, Electricians, and Home Owners. 


Your Jobber will supply you. If not, write to us and we 
will refer you to the nearest Jobber who will. 





Reg. U. S. Pat. Off. 


HARDWARE COMPANY 


TORRINGTON, CONN., U. S. A. 


New York Office: 
Established 1854 


151 Chambers Street 
Incorporated 1864 
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tractors and industrial 
users, whose work ne- 
cessitates the safest 
and most durable 
equipment, have 
standardized on 
RICH SAFE LAD- 
DERS. They know 
from experience that 
RICH Heavy Duty 
Ladders give extra 
value and satisfaction. 


For many years con- 

















RICH Platform Step Ladder 


This service model is equipped with platform upon 
which the user may stand without fear of falling. 
Guarded on three sides. Supplied with adjustable 
tool shelf. Folds like other step ladders. Made in 
lengths, 4 to 18 feet. 


These two RICH Extension Ladders illustrated are: 


(Left) CONTRACTORS’ EXTEN- (Right) IDEAL. Made from clear, 
SION. Made from clear, straight grain selected spruce. Rails 13”x3”. Ideal 


spruce. 


rungs. 
lock. 


1%” hickory 
Rung ends creosoted. 


rungs are hand split and hand shaved 
from thoroughly seasoned, straight grain 


Automatic stock. Ends of rungs are creosoted. 


Automatic spring lock. 


If you are not in a position to supply the needs of these heavy duty 
ladder buyers in your community, send today for the RICH Cata- 


log and Prices. 


Lhe 


We Pay the Freight 


rider ¢ ompany 
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Re COMPETITION . .. OR QUALITY 
COMPETITION ...BARTON_....... 
WASHERS MEET ALL 
COMERS » » » » » » » 


Why this 
is possible 


coseeeaed 


_ common belief that a low priced 
washer must be built “cheap” is dis- 
proved by the Barton Model C. To under- 
stand how it is possible for this machine to 
retail at less than $100 and still be as good 
a washer as can be built at any price one 
must examine the machine and the organ- 
ization behind it. 

The Barton has been simplified to the 
limit. No unnecessary parts eat up costs. 
Consequently every remaining part can be 
made as good as the best. 

In factory overhead ...in selling costs... 
the same policy has been followed of elimi- 
nating every expense which does not more 
than earn its way. Barton concentrates on 
low price and high quality as the two things 
which move washers. 








SINT IE SIS 





The Barton Model C offers a choice of 
enamel or copper tubs ... has the simplest, THE MODEL C 


strongest transmission ever designed... 1... of design and finish are 


ball or bronze bushed bearings as required _found in the Barton Model C. Yet 
it can beretailed profitably at 


... all machine cut gears... aluminum lid je, than $100.00. 
... Lovell Wringers ... large, non-tangling 





submerged type agitator .. . and beauty of 
design and finish far above expectations in 
such a low priced machine. 

The Barton Master incorporates refine- 
ments demanded by the discriminating 
market . . . double tub. . . a little more 
beauty to most eyes . . . but the general 
quality can’t be better than the Model C. 
Both can be supplied with Barton Ironers 
interchangeable with wringers and the 
Model C with a gasoline motor instead of 
electric if desired at $139.75. 

Barton Washers are sold exclusively 
through wholesalers for whom an attractive 
Franchise is arranged. Interested whole- 
salers—and dealers whose wholesalers do 
not yet have Barton machines should write 
direct for details. 


THE BARTON CORPORATION 
WEST BEND THE MASTER 
WISCONSIN You will seldom find as beautiful 

a washer as the Barton Master— 
in design, finish and construction. 
It offers dealers more in perform- 


ance, price and profits than any 
washer made. Compare it! 
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No. 408 
PURITAN Water 
Heater. Two Giant 
Puritan Burners. 
Copper water coil. 





No. 406 
PURITAN 
Water Heater. 
One Gian: 
Puritan Burn- 
er. Copper 
water coil. 












No. 405 
PURITAN Water 
Heater. One Giant 
Puritan Burner. 
Castiron watercoil. 











No. 407 
PURITAN Water 
Heater. Two Giant 
Puritan Burners. 
Castiron water coi!. 













NEW LINE 


with 
“GIANT” PURITAN BURNERS 


Trouble-free hot water service for your cus- 
tomers, more profitable business for you... . 
with the new PURITAN Water Heater line. 


PURITAN Water Heaters are designed to take 
full advantage of the Giant Puritan Burner, 
the powerful new short-drum oil burner with 
five points of water-heating superiority: 


HIGH EFFICIENCY . .. Fast, clean, economical 
SAFETY ... Cannot overheat 

LESS CARE ... Little attention required 

MORE POWER... “55% more heat” 
DEPENDABILITY ... Guaranteed by Perfection 


All four PURITAN Heaters are of pressed-steel 
construction. Burners and oil reservoirs are 
secured firmly in correct alignment. Special 
design keeps all condensation away from the 
burners. Inner combustion tubes are guaran- 
teed for the life of the Heater. 


Write today for free booklet giving complete 
information on this new line. 


PERFECTION STOVE COMPANY 
7590 Platt Avenue . Cleveland, Ohio 


PURITAN“ Heaters 


PRODUCT OF PERFECTION STOVE COMPANY 


Perfection and 
Puritan Oil Stoves 
and Heaters are sold 
only through retail 
dealers, not through 
mail order houses. 
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Here’s a new factor for lamp volume, if you handle Sylvania Lamps. A new type 


of business-bringer so attractively different that to see it is to stop and take notice. 
The Sylvania Moving Color Lamp Display. 


Just as color is perfectly blended in beautiful productions of the stage and screen, 
so the unique, changing harmonies of light that reflect through all lamps in the 
top section make this display outstanding. 


It’s more, however, than just a display. Sturdily built, and handsomely finished, 
the Sylvania Moving Color Lamp Display is a lamp department, a place for lamp 
stock and a silent but irresistible lamp salesman all in one. Waft all the facts? 


Ask the Salesman of the Sylvania Jobber or— 
Send the Coupon. NOW! 


NILCO LAMP WORKS, Inc.—Emporium, Penna. 


used to be now they ve 


Licensed Under General Electric Company’s Incandescent Lamp Patents 


LIST PRICE 


$ 1 ()-00 


Complete 


SYLVANIA ANNOUNCES THE 


Leu ene ee 


Send me descriptive literature about your 


Nileco Lamp Works, Inc., Emporium, Penna. 


OilI’ve never handled Sylvania (or 
bp Nilco) Lamps. Ne Address 
heres. Ove handled Sylvania (or Nilco) — aes 
new lamp sales-builder. And tell me Lamps through 
how I go about getting one. Ce ea encore ee areas State 


(Jobber’s Name) 


ee eS ee ee ss Ss 
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Bassick Castersand No- 
Mar Furniture Rests, 
made by The Bassick 
Co., Bridgeport, Conn., 
and Adjusta Glides 
which eliminate furni- 
ture wobble, made by 
Adjustable Caster Co., 
Philadelphia, Pa. 


“WRAP UP A DOZEN SETS, PLEASE 


Casters and furniture rests are no longer in the 
“dusty lower-drawer” stock class. At least the ones 
we picture here are not. When these are attrac- 
tively displayed on counters... you'll find them 
selling in dozen set lots. 


Next time a customer says, “Il need a new caster”, 
show him some of these with Bakelite Molded 
wheels. Show him also the Bakelite Molded furni- 
ture rests. They are so superior to the old drag- 
ging, squeaking, floor damaging types that the 
customer will certainly want them for every piece 
of furniture. 


Made of dark brown Bakelite Molded, the caster 
wheels and rests harmonize with floors and furni- 
ture. They will stand the wear and tear of hard 
service without cracking, chipping or breaking. 
And their exceptionally smooth surfaces will not 
harm rugs or mar polished floors. The casters also 
incorporate a Bakelite oilless bearing which pro- 
vides for quiet, free rolling movement. 

Quick, easy profits await you in these better 
casters and rests. Write to the makers, now, 
for a proper stock and their attractive display 
material. 


BAKELITE CORPORATION, 247 Park Avenue, New York CHICAGO OFFICE, 635 West 22nd Street 
BAKELITE CORPORATION OF CANADA, LIMITED, 163 Dufferin Street, Toronto, Ontario 





REGISTERED 


“The registered Trode Mark ond Symbo! shown may be used only on products 
mode trom motencls monutoctured by Bokekte 





V. © PAT. OFF 


tol “B” is the numerical sign for infinity, or ynlimited quontity symbolizes the 
infinite number of present ond hutwe uses of Bokelite Corporation's product,” 


BAKELITE 


THE MATERIAL OF A THOUSAND USES 
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LEANBORE 


CARTRIDGES 
FIRED THROUGH 


‘e)y i= 
BARREL 
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285,000 Kleanbore cartridges were fired through 
a Model 24 Remington .22 caliber rifle before 
these groups were made at 75 feet. This exhaus- 
tive test, covering regular firing over a period of 
almost three years, was made to determine the 
accuracy life of a rifle barrel when Kleanbore 
cartridges with greased lead bullets are used. 

At this stage of the test, the barrel, which 

has never been cleaned. is still in splendid 
condition, there being practically no 
wear and a total absence of leading, 
pitting or fouling. This remarkable 

test will be continued and the 
results will be announced later. 


PROF — 


The 10-shot groups on 

the left were made at the 

Remington Ballistic Labo- 

ratory with Kleanbore car- 

tridges and greased lead bullets. 

in a regular stock Model 24 

Remington Autoloading Rifle u/fter 

285,000 of these cartridges had been fired 

in that rifle. Such accuracy after such a test 

Capt. Edward C. Crossman, 

noted firearms and ballistic 
authority, has written a 
special story about this 

remarkable test. We 

will be glad to send 

you a copy of it. 


would have been an impossible dream until 
Kleanbore cartridges eliminated rust, corrosion, 
pitting and leading in the barrel. It would still be 
an impoSsible dream without greased lead bullets. 


That’s why more Kleanbore .22’s are sold than all other 
makes combined. Get your share of rim fire and center 
fire Kleanbore business. Order from your jobber now. 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway New York City 


L 


Wwe si bie ~ 

















Make Summer Sales 
Sing with this Quartet 


ON’T get the idea that fishing time 
1B) means fishing-tackle sales—on/y. In 
the summer when people are flocking 
to the woods, streams, mountains, lakes 
and seashore—that’s the time to sell .22 
rifles. Try to sell one of these Reming: 
tons every time you sell any vacatioe 
equipment and you'll be surprised at 
the results. 


Point out that the fish aren’t always 
biting and that there’s no better way 
to make an idle hour pleasant than by 
practicing marksmanship. Remind your 
customers that a Remington .22 means 
fun for the whole family. 


This Remington quartet includes 
every popular type—autoloading, slide- 
action repeating, and single shot —at 
prices to suit every pocket-book. These 
rifles are widely advertised nationally. 
They’re easy to sell. Order from your job- 
ber and keep them where they’II be seen. 





ARMS 
AMMUNITION 
CUTLERY 

CASH REGISTERS 


Remineton 


e 


Model 6—.22 or .32 caliber Single Shot Rifle. Price $5.50 


REMINGTON ARMS COMPANY, Inc. 
Originators of Kleanbore Ammunition 
25 Broadway New York City 


© 1930 R. A. Co 
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» » Bassick offers 


A COMPLETE SERVICE 


with 7 standard items » 














































» » Display these 7 Bassick items and offer your 
customers a complete floor protection service. 






» » Weare helping you sell these home and office 
necessities by national advertising that reaches 
7,000,000 homes. All you have to do is display them 
to tie-up with this great selling program. We tell your 
customers why they should buy Bassick Casters and 
No Mar Rests—you make the sales. 








» » Every Bassick advertisement carries this state- 







In ment, ‘‘For sale by leading hardware or housefurnishing 

1g stores.” That’s one reason why Bassick floor protectors 

es sell so fast and easy. Your customer picks out the 

* items he wants—hands you the money. You'll be sur- 

é prised how the all-season turnover of this stock will 
boost profits. Display them and see for yourself. 





Write today for suggestions that will increase sales. 


Ao 


FEATURE TODAY 


BASSICK CASTERS 
NoMar RESTS 


PRICES: PER SET OF 4 






















THE BASSICK COMPANY BRIDGEPORT, CONNECTICUT 


Bassick 


For 34 years the buy-word for fine casters and furniture rests 


























OFFER Stanley Surface Bolts to your trade 
and you have several distinct features to 


talk about which are readily appreciated by 
builders and householders. 


For instance: the back plates under the guides 
keep the rod away from the woodwork and 
prevent it from marring the surface. 


The chamfered ends of the rods act as a self- 
centering feature and make it easy to lock 


the bolt. 


Their slender and graceful lines are appreciated 
by home owners. Large, cumbersome bolts are 
out of place in present 
day construction. 


These features serve to 
increase the satisfaction 
of the purchaser and this 
satisfaction means easi- 
er repeat sales for you. 








Have you a copy of our 
Catalog No.14? Weshall 
be glad to send you one. 





New Britain Conn. 





STANLEY HARDWARE 


No. 359 Wrought Brass 


No. 367 Wrought Brass 
No. 381 Wrought Steel No. 366 Wrought Brass No. 379 Wrought Steel No. 389 Wrought Steel 
Sizes, 4, 6, 9, 12 and Sizes, 3, 4, 6, 9 Sizes, 4,6 and 9 
inches. 3” rod. 


18 inches. 14” rod. inches. 3” rod. 
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CA size for every 
kitchen and every 
cooking need. 


rj 


ee) 


New LIFE IN GAS RANGE SALES! 


The new Smoothtop will put new life 
in your gas range sales. It is the out- 
standing gas range specialty . . . the 


only gas range of its kind on the market. 
New, exclusive cooking features permit 
new easier, better cooking methods. 

National advertising tells to the 
housewives of your city the story of the 
new Smoothtop’s enclosed-top, 4-heat 
zone cooking that “Captures the Flavor 





...Frees the Cook”, In addition to local 
newspaper advertising helps, floor dis- 
plays, window displays and cooking 
schools, you can have free training of 
your staff in up-to-date salesmanship. 

No competition...once you've sold 
a prospect on Smoothtop’s features 
she cannot shop around the corner 
and buy it elsewhere. And remember 


imag longer snes profit! 


Write while dealership is open... 
to Standard Gas Equipment Chinen: 
tion, 18 East 41st Street, New York 
City. Makers Smoothtop . .. 
Oriole... Acorn... Vulcan ... the 
standard domestic and heavy-duty gas 
ranges wherever gas is used. Pacific 
Coast Distributor: Northwest 
Gas & Electric Equipment Co., 
Portland, San Francisco, Los Angeles. 
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“We Know Cyclone Lawn Fence” 
say home owners everywhere 





Easier to sell and 
more profitable because 
nationally known for 
outstanding quality 


@clone ’ 


“Rediaq” The customer is king. He controls your 


Reames) § front door, your cash drawer and the turn- 
+ over of every item on your shelves. It pays 
They look for the to please him. 


ed Tag — the 
mark of quality 





When he mentions lawn fence, be prepared 
to point to a roll labeled with the Cyclone “Red Tag” 
and hear him say “Exactly what I want”. Home owners 
everywhere have used Cyclone “Red Tag” Lawn Fence 
for many years. It’s the only kind they know. They at 
once recognize the Red Tag as the old familiar symbol 
of quality and maximum fence value. 








f 'd elibly Branded 


Many new improvements are introduced in Cyclone 
Lawn Fence this year. An extra cable has been added at 
the bottom—providing extra strength where it is most 
needed. This is an exclusive Cyclone feature. 





Cyclone “Red Tag” Lawn Fence is now branded by a 
new method for your protection. Metal Red Tags woven- 
in at the factory identify the genuine Cyclone “Red 
Tag” Lawn Fence—sold only under the Cyclone name 
and only through Cyclone jobbers and dealers. 














Remember Cyclone is a nation-wide organization. Wide- Note how the metal “Red Tags” al 
ly distributed warehouses are ready to make immediate re woven into the fabric. They 

shipments at all times. Order through your jobber. If he 
does not sell Cyclone Lawn Fence write to us for the 
name of the nearest jobber who does. 


can be attached in this manner Ye Gena : 
only at the factory. Placed at 

intervals of 20 feet. They pro- 

tect you. 





Cyclone “‘Red Tag” 











Wire Screen Cloth 


Made in only one 
grade —the highest. 
Sold only under 
the Cyclone name 
and only through 
Cyclone jobbers. If 
your jobber cannot 
supply you write for 
the name of the 
nearest Cyclone 
jobber. 





Cyclone Catch- 
All Baskets 


A practical home 
necessity that makes 
a profitable all-year 
seller. Very strong 
and durable. En- 
dorsed as a safe 
rubbish burner by 
city officials. Order 
from your jobber. 















Quality Products 





AMERICAN BripGE COMPANY 


AMERICAN SHEET AND TIN PLATE COMPANY 
AMERICAN STEEL AND WIRE COMPANY 


Pactfic Coast Distributors—United States Steel Products Company, San Francisco, Los Angeles, 
© C. F. Co. 1930 


CYCLONE FENCE COMPANY 
General Offices: WAUKEGAN, ILL. 
Branch Offices in All Principal Cities 
Pacific Coast Division: STANDARD FENCE COMPANY, Oakland, Calif. 
SUBSIDIARY OF 


a 
ie UNITED STATES STEEL CORPORATION 3===3=—= “d 


Gclone x: 


Fence.-Gates 
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FEDERAL SHIPBUILDING AND Dry Dock Company NATIONAL TuBE COMPANY 
Portland 


PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES: 
CARNEGIE STEEL COMPANY 
CYCLONE FENCE COMPANY 








ILLtnots STEEL COMPANY THE LoRAIN STEEL COMPANY 
MINNESOTA STEEL COMPANY TENNESSEE COAL, IRON & R. R. COMPANY 
UNIVERSAL PORTLAND CEMENT COMPANY 
, Seattle, Honolulu. Lxfort Distributors—United States Steel Products Company, New York City 
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“Look 





Free Demonstrator! 


Put this silent salesman 
to work for you. It’s a 
real Rose check on a mini- 
ature door. Just pull it 
back and let it go. Cus- 
tomer sees at a glance how 
the Rose closes the door 
silently and quickly. It 
tells the whole story. Sent 
to dealers free with order 
for 1 dozen $2 checks. 
(11 cartoned—1 mounted.) 


The Rose “77” Sells for $1.00 


a 


Strongly made with plenty of checking power for aver- 
age doors. Barrel of 144” steel tubing 9%4 inches long. 
Heavy steel rod and bracket. Strong spring enclosed in 
barrel. Checking point may be adjusted as desired. 
Easily and quickly attached. Quick, silent, durable. A 
real profit item that will boost your summer sales! 





Frank Rose Mfg. Co., Hastings, Neb. 





ee 


Screen Door Check 
only Iwo Bucks J” 


eK a 


for 












There’s an “open season” on crashing, slamming, 
banging screen doors this year. Doors that never close 
tightly . . . that let in the flies . . . are taboo! Home 
owners by the thousands will want screen door checks . . . 
and you'll find that the Rose will be the big seller. Every 
year Rose dealers report increasing sales. Why not join 
up with the anti-noise crusade this year? 





Rose Screen Door Checks close all light doors with a quick, 
silent action that makes enthusiastic users. Attractive gold lac- 
quer finish adds a note of refinement to the home. Serviceable 
... built for years of wear. Nothing to get out of order. And 
priced to fit the most modest pocketbook! The Rose sells for 
only $2.00 . . . which makes it the lowest priced high quality 
Screen Door Check ever offered the trade! 


' 

' 

: 
Frank Rose Mfg. Company Hastings, Neb. ’ 
Send me details of ROSE sales plan and a mounted Rose check ' 
for counter demonstrator. (3344% off list. FREE with a dozen : 
order of $2.00 checks. 11 cartoned—1 mounted). ' 
' 

' 

' 

' 


PMY Sa nctdnadepaidceatsue sees coed bebe abhe dete abons 
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Easy 70 GaeT.. LY 
ya a TST TO SELL 


It’s easy to get True Temper Tools—to maintain a complete 
stock—to have what your customers ask for—without carrying 
a big stock and tying up a lot of money. These tools also sell 
fast—speed up your turnover—and here are the ‘reasons why.” 


FIRST: True Temper Tools are distributed by legitimate hard- 
ware jobbers. There is one near you who has a complete stock 


of these tools. 


SECOND: Our factories are located to serve each section-of the 
country with the tools most popular in that section. It is there- 
fore easy for your jobber to maintain his stock and supply you 


promptly. 
Factories in the East Factories in the Mid-West 
Wallingford, Vt. Ashtabula, Ohio 


Geneva, Ohio 
Jackson, Mich 


Factories in the West 
Montrose, la. Factories in the South 


Fort Madison, la. Memphis, Tenn. 


THIRD: True Temper Tools are the best that can be made—we 
guarantee this. They satisfy and please your customers. 


FOURTH: True Temper Tools are advertised in national farm 
and garden magazines. 


THE AMERICAN FORK & HOE CO. 
General Offices—CLEVELAND, O. 


Makers of Farm and Garden Tools for Over 100 Years. 


RUE TEMPER carocen IDOLS 
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‘Now ITS ILCO BLOUNT 


For years the doors of America’s leading hotels, office buildings, schools, 
churches, theatres, railroads and steamships have been equipped with 
Blount, Door Checks. Consistently they have given complete, efficient 
and reliable service. The name BLOUNT is now joined with another 
name, equally famous in the hardware field—that of ILCO, the trade- 
mark of the Independent Lock Company. 


The ILCO BLOUNT DOOR CHECK, as it is now known, offers the 
dealer an article of unequalled workmanship, of the finest materials, of 
perfect operation and guaranteed serviceability. At the same time it 
offers the same attractive profit that is a feature of ILCO products. 


The spring is made of the best quality tempered steel, the crank is a 
single solid steel drop forging, and the piston is accurately machined to 
withstand severe usage indefinitely. Ilco Blount Door Checks will be 
delivered completely assembled and mounting instructions are included 
with each shipment. Write us for price lists and information on our 


attractive profit proposition. 


Made in six standard sizes 


TRADE MARK 





INDEPENDENT LOCK COMPANY 


FITCHBURG . . MASSACHUSETTS 
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ZINC 
INSULATED 
STEEL FENCE POSTS 
AMERICAN 
STEEL GATES 
PROTECTOR 
POULTRY FENCE 
UNION LOCK 
POULTRY FENCE 
BANNER 
POULTRY FENCES 
POULTRY 





Sell these Fences for You 


First: The strongest advertising campaign back of any brand message to every prospective fence buyer—hammer 
of fence. Second: quality so high that every farmer recog- home the advantages that these superior fences offer — sell 
nizes it—these are the facts that enable American Steel & the need for balanced farming—and point out your store 


Wire Company dealers to estab- 2 as fence and post headquarters. 
lish record sales. ATA AE TALA Now is the time to act—if you 
—— are not handling Zinc Insulated 


Fencing, orour steel fence posts, 
write for full details. 


In leading farm papers, full and 
half page advertisements in 
color, carry the Zinc Insulated 














AMERICAN STEEL & WIRE COMPANY 


208 S. La Salle Street, Chicago : 30 Church Street, New York 
Other Sales Offices: Atlanta Baltimore Birmingham Boston Buffalo Cincinnati Cleveland Dallas 





Denver Detroit Kansas City Memphis Milwaukee Minneapolis-St. Paul Oklahoma City Philadelphia 
Pittsburgh Salt Lake City St. Louis Wilkes-Barre Worcester 


U. S. Steel Products Co.: San Francisco Los Angeles Portland Seattle Honolulu 
Export Distributors: United States Steel Products Co., 30 Church St., New York City 
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KELLY AXES AND TOOLS 


ARE FORGED HIGH GRADE STEEL 
ARE THE BEST KNOWN AND ARE KNOWN AS 


THE BEST 









KELLY AXE & TOOL CO., INC. 
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ANTIQUE 
CASTERS BELONG 
WITH ANTIQUE 
FURNITURE 











Up-to-date dealers 
sell modern casters 


“Acmes” are in demand everywhere. They roll along 
on ball bearings easily and quietly. No damage to rugs, 
floors, or floor covering. Dealers who seek larger caster 
business, sell “Acmes.” There is greater profit. Quick 
Pleased customers and repeat sales. You 
have an up to date store. Handle up to date casters. 
Sell “Acmes’’—the modern casters. 


” 


turnover. 


We shall be pleased to forward samples, quota- 
tions and complete information to those interested. 


THE SCHATZ MANUFACTURING COMPANY 
POUGHKEEPSIE, N. Y. 


AGENTS: J.C.McCarty & Co.,258 Broadway, New York City 


BALL BEARING 
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PUT THE CHENEY 
SALES MAKER 
IN YOUR STORE 


This remarkable Cheney Nailer display- 
demonstrator has only one job to do—-sell 
:Cheney Nailers. And it does its job 100 
per cent. 

Sales and more Cheney Nailer sales in a 
month than you ever made before in a 
year. 

Give the Cheney Sales Maker a chance to 
work for you. 

Send your order—now—for a Cheney 
Nailer Sales Maker carton and put it to 


work making sales in your store. 





CHENEY NAILERS AND HAMMERS ARE NOT SOLD 
TO MAIL ORDER HOUSES OR CHAIN STORES 
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A pair of these horses applied toa wood =o 
rail of any length, producesa rigid, strong, 
durable horse that will outlast a dozen 
wooden horses. Show the Toledo Horse to 
your customers — demonstrate its quick 
assembly—you'll find it a rapid seller, 
a good repeater. 








Stock The Toledo Horse NOW for this season's 
business. Eight heights, 18 to 60 inches. 
Ask for prices and liberal discount 


The Toledo Fressed Stee! Co 


TOLEDO OH 
= with Steel 


Manufacturers of the Toledo Torch— e 
the ideal highway safety light 

















stock it— display it— demonstrate it! 
i en 
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> They come one pair 
to the carton—neat- 
>, ly packed, easily 


stored 
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MYERS 
Shallow Well 
Home 
Water 


The success and popularity of Myers Water 
Systems are due primarily to two reasons. First, 













Systems they have been designed, developed, patented 
Two Sizes| and manufactured by an organization of pump 
+4250to3500|] &xPerts who have had long years of pump build- 


ing experience as a foundation on which to satis- 
factorily meet the ever growing demand for de- 
pendable power water facilities. Second, they are 
nationally advertised in leading class, farm and 
trade publications. Then, too, there is a style and 
size for any requirement up to ten thousand gal- 
lons of water per hour. 





Gallons 


F 4 F te 
e bh ml 
ia " F ASHLAND, OHIO. 


fy eae 
The 
MYERS | he 


| PUMPS-WATER SYSTEMS -HAY TOOLS - 


Give us an opportunity to tell you more. 
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The - 
MYERS 
SelfOiling 
Deep Well 

Water 
System 
Belt or 
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PUMPS — —WATER § SYSTEMS — HAY TOOLS —- DOOR HANGERS 
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The New 
Boston Rubber Chair Tip 


The Tip and Its Parts 


Brass Nail 


SprinGriP Trade Mark 


Brass Washer 


S 


The Rubber Tip with 
the Brass Washer 
and Nail Moulded in 


Same. 
Spring 
et 


EA 
S Sy) Sock: 
DS? i 
i i \ 
Patented 
Send for Catalogue 


THE ELASTIC TIP CO. 


Manufacturers of Rubber Specialties 
370 Atlantic Avenue, Boston, Mass. 





The. 
Handiest Capper 


You Ever Saw / 








v 


ue STEEL 


BOTTLE CAPPER 






ERE, at last, is the Bottle Capper you have been 
waiting for. Small, compact—simple in con- 
struction—easy to operate. Such a handy tool, it 
just naturally sells itself. Nationally advertised 
this season in Collier’s and Elks Magazine. Attrac- 
tive individual packages and counter display car- 
tons help you make sales. Write for prices and our 
special introductory offer. 


CROWN CORK & SEAL CO. - - Baltimore, Md. 

















A EDLUND % 
EGG BEATER & 


Made by the Manufacturers of 
EDLUND CAN OPENERS 


Easy to operate— 
smooth running—beats 
freely. Unusually 
strong—precision 
made — a guaranteed 
product. A quality item 
at a popular price. At- 
tractively made and 
packed for quick re- 
sale. 
Write for 
prices and samples 





Other lines include the famous 
EDLUND ‘48 CAN OPFNERS 
EDLUND JUNIOR 3 "°gs tote 


EDLUND COMPANY 


BURLINGTON, VERMONT 











TINY TACKS CAN 
MAKE LARGE RESALES 


Even so small an item as a 
box of tacks can be filled with 
messages of good will. Atlas 
Tacks and Small Nails are 
sharp, clean-cut items that will 
bring your customers back for 
more. 

A complete line is always 
available in both quality and 
price range. Ask your jobber 
for them by name. 


ATLAS TACK 
CORPORATION 


FAIRHAVEN, MASS. ... ST. LOUIS, MO. 


World’s Largest Makers of Bottle Caps 


ISEEEEREEREEEERES 
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Mr. Merchant 


You are the tollgate between present users of old 
model sweepers and the new “Hi-Lo” Bissell. Why 
not collect your toll? An unusual sweeper and 
effective national advertising paves the way. Our 
display material will help in your store. 


BISSELLS “Hi-Lo’’ Sweeper 


No More Hard Bearing Down! 


BISSELL CARPET SWEEPER CO. 


GRAND RAPIDS, MICH. 
New York Office and Export Dept., 46 West Broadway, New York, N. Y. 
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Write, phone or wire for full 


UNION Sare-T 
RussisH BURNERS 


Union Steel Products Co. 
Albion Michigan 


UNION 


Three sizes, the 
lowest retailing readi- 


steel wire galvanized, 
and welded top and 
bottom. Nest com- 
pactly for shipping. 












Union Dish Drainers 


Daily Usefuiness wih jl match 


eavy galvanized steel 
wire welded without 


Devote your sales efforts toward ° sharp corners or dirt. 
° ° collecting crevices. Sil- 
simpler things, now and then—espe- 

cially now. A good push at this 
clean-up time will move a gross of 
Union Rubbish Burners like melt- 
ing snow. Almost any time, the 
same effort will turn over a surpris- 
ing volume of Union Dish Drainers. 
In these items the appeal is so 
common, the price so low, that 
sales are easy. 


ver baskets, cup holders 
and plate racks. 










A Handy 
Dish 


Drainer 





description and latest prices. 
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Garage Construction 


Work is now in 
Progress | 


HIS building activity has increased the demand 
for this type of hardware. 


Natienal 


Garage Door Hardware embraces a wide assort- 
ment of combinations in sets, designed to accom- 


modate almost any type of door or size of opening. 


No. 804 Garage Door Set, illustrated, serves 


four doors which fold in pairs against the inner 
walls of the garage. Stout, roller-bearing hangers 


carry the weight of the doors with perfect ease. 


The Nos. 805 and 806 Sliding and Swinging 
Garage Door Sets are popular numbers with the 
trade. This type provides for entry door which 


be opened without disturbing the other two 


doors which swing free of the opening. The hangers 


are adjustable. 






















National 


makes hardware to 
serve every building 
purpose—a complete 
line. The items be- 
low are all big sellers: 


SLIDING DOOR HANGERS 
SLIDING DOOR RAIL 
GARAGE HARDWARE 











No. 850 DOOR LATCHES 
ADJUSTABLE SCREEN HARDWARE 
SWIVEL STRAP AND TEE HINGES 


HALF SURFACE BUTTS 
MORTISE BUTTS 
ORNAMENTAL HINGES 
CUPBOARD TURNS 
SASH LOCKS 
SASH LIFTS 


HANGER 





a a a 
Your trade is demanding 


National Hardware because of 
its known quality of service. 


a a a 


National Manufacturing 
Company 


STERLING a ILLINOIS 
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SHEAR BEAUTY / 
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STAINLESS 
STEEL 


Shears for the medicine 
chest, the kitchen cabinet 
or the sewing table... 
Shears that will not rust, tarnish or corrode 
.»« Shears of exceptionally fine cutting qual- 
ities... There is an ever growing market for 
them... Why not take advantage of it? 


Stainless Steel is not plated . . . That bril- 
liant lustre is one of the exclusive“ Stainless” 
features ... Another exclusive “Stainless” 
feature is the fact that the “lustre” lasts as 
long as the shears last. 


Stainless Steel is many times tougher than 


ordinary steel. That is why “Stainless” 


scissors and shears have such wonderful 
durability and retain their remarkable 


You will 


cutting edge so long in service. 
find that all “ Stainless” 
Hardware wins instant 
customer acceptance. ~ » 


Genuine Stainless Steel is manufactured only under the patents of 
AMERICAN STAINLESS STEEL 
COMPANY 


Commonwealth Building, Pittsburgh, Pa. 


~ STAINLESS 
STEEL 
S 











Razor blades and Cutlery (table, 
kitchen and pocket) ... Scissors 
. . » Hammers... Squares... 
Rules... Tapes... Golf Clubs 
. . » Builders Hardware . . . Kit 


Tools ... Screws... Nails... 
Skates .. . Bolts and Nuts are 
made better when they’re made 
of *‘Stainless.”’ 
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Good Business 


always 
with MANSFIELD TIRES 








ALREADY 1930 


IS PROVING A BIG 
REPLACEMENT YEAR 
for MANSFIELD 
DEALERS 











These are busy days for Mansfield Tire Dealers. 
Profits are coming in faster and selling is easier. 
Merchandise built for quality. Endurance...safety 
--- and mileage superiority, combined with the 
new liberal Mansfield franchise, has made it pos- 
sible for Mansfield dealers to get their full share 
of the tremendous tire replacement business. 


Effective merchandising cooperation. A product 

long recognized for supreme quality ... further 

establishing your business reputation. The 

Mansfield line pays both the dealer and the 

customer the biggest dividends. Write or wire 
for complete information. 


THE MANSFIELD TIRE & RUBBER COMPANY 
Mansfield, Ohio 


MANSFIELD 
TIRES 


MORE MILES with MANSFIELDS 














gain CLS. 


Sets the Paee! 






ow with 


~ Che 


| US. i ly DRATOR 


A new moist air compartment for keeping vegetables 
crisp and fresh that can be used in any refrigerator 
regardless of the type of refrigeration! 

The U. S. Hydrator can be sold to purchasers of new 
refrigerators and owners of old ones—it embodies a real 
merchandising proposition for you. 

This latest U. S. achievement will be a great seller— 
every refrigera- 








every housewife wants and needs one 
tor should be equipped with one. 
No single item in the enameled ware field was ever 
put on the market with such a great consumer demand 
awaiting it. , 
Place your order Today—be the first in your City to 
display the new U. S. Hydrator. 
UNITED STATES STAMPING COMPANY 
MounpsvILLkE, W. Va. 





















| — 


SS : 
FEATURES OF THE U. S. HYDRATOR 


Can be used in any refrigerator. Restores the fresh- 
ness of vegetables. Keeps them crisp and tender. 


a 











Made of U. S. Granite Quality Enameled Ware. "eee cites ems aes 
Triple C 1 U. S. Stamping Company, Moundsville, W. Va. 

rip e Coated. Gentlemen: Please send dozen of your new U. S. Hydrator. | 

Use Coupon Today | I 

sl PROMI occ exe eae oe eee eee 

| PUT OSE BESS Recess disci MELEE MORNE Bee Rees | 

nn ee = | dan ic Meh 8 Bd ns rk ct ese een EN a | 
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U. S. ENAMELED WARE—THE FASTEST SELLING LINE IN THE FIELD 




















A complete line including not only house- 
hold cooking utensils, but items for hotels and 
restaurants, sick room and hospital needs. In 
addition to U. S. White Granite, our U. S. 
Standard White is an excellent quality of two 
coat ware. 


made on the same heavy deep 
shapes as our regular line 


of White and Colored Ware. 
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GRANITE 


QUALITY ENAMELED WARE 






A Dependable Line 


In this Age of Color it would seem that white 
enameled ware should be passé, but the fact is 
there are millions of women who prefer the 
gleaming U. S. White to colors. 


For building up sales here is a line that is 
hard to beat, dependable in every way. Always 
a good line to carry and easy to sell. 

U. S. White Granite Enameled Ware chal- 
lenges duplication of quality at a lower price. 
It is quality made to retail at a popular price, 
and as attractive in price as it is in appearance. 

This line embodies all the essential require- 
ments of quality enameled ware, and is one of 
the most complete lines ever offered the trade. 

Seamless and triple coated U. S. White Gran- 
ite Enameled Ware is made to last a lifetime. 
Each item is made in one or more sizes to meet 


the needs of your customers. 


Write for Catalog No. 8. 
UNITED STATES STAMPING COMPANY 


MounpDsvILLE, W. Va. 





S. TRIPLE COATED QUALITY ENAMELED WARE 
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Week of 
May 25th to 31st 
Nolsummer vacation list is 
complete without a good .22 
caliber rifle. Suggest it to all 
customers who are making va- 

cation purchases. 
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WCPTESTER 


>mTRADE MARK 


Four Leaders for 


Your Small Bore Line 


HEN a customer asks for a small bore rifle 

it is easy to point out that he will get most 
satisfaction if he buys the finest of its kind. Show 
the leading rifles first and you will make more 
profitable sales. 


Winchester Model 57—the best of bolt action .22 
repeating rifles for combined target shooting and 
small game. 


Winchester Model 90—long the leader of slide 


action .22’s. The most accurate rifle of this type. 


Winchester Model 03—a handy and dependable 
.22 automatic. Shoots as fast as you can pull the 
trigger. 


Winchester Model 06—a slide action rifle which 
shoots .22 Shorts, .22 Longs and .22 Long Rifles 
interchangeably. A small bore rifle of high satis- 
faction and dependability. 








Model 57 
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Model 03 





And don’t forget Winches- 
ter Kopperklads—the car- 
tridges combining every 
feature needed for the 
best results in shooting 
and in sales. 


WINCHESTER REPEATING ARMS C0. 
New Haven, Conn., U. S. A. 


New York Office and Showroom 
312 Broadway 
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FAMOUS SELLING 
REASONS 


73 Years ExperiENCE—as manufac- 
turers of high quality saws. 


2 


Tue Best MaTERIAL—SILVER STEEL, 
Atkins’ exclusive formula. 


3 


Unirorm Temper—no soft or hard 
spots, keeps tension. 


4 


Perrect WorKMANSHIP—the best 
brains, skill and money can produce. 


5 


Exciustve Fratures—in both design 
and finish are exclusive with Atkins. 


6 


Erricrency—cuts faster because of 
sharp, correct shaped teeth and grinding. 


7 


Lone Lastinc—SiLver STEEt lasts 
longer than ordinary saw steel. 


8 
User Protectep—every Atkins prod- 
uct has the maker’s name clearly etched 
on the blade and is a positive guarantee 
of satisfaction 

9 


Steapy Dremanp—resale value of At- 
kins Saws is greater than just ordinary 


saws. 
10 

DistrinuTION—Service Factories in: 
Hamilton, Ontario, Canada; Lancaster, 
N. Y.; Detroit, Mich., and Blooming- 
ton, Indiana. Branches: Atlanta, Chi- 
cago, Memphis, New Orleans, New 
York, Portland, Seattle, San Francisco, 
Vancouver, B. C., Toronto, Ont., and 
Paris, France. 





ATKINS PRODUCTS 

















No. 53 steer SHIP POINT 


ERE is the finest Hand, Rip and Panel Saw for 
carpenters, mechanics and manual training 
classes. Evenly tempered, SILVER STEEL Blade— 
holds its sharp teeth; Skew Back, beautiful Da- 
maskeen Finish, Taper Ground to prevent binding. 
Handle of applewood thoroughly seasoned and 
air-dried. Embossed, varnished and polished. Im- 
proved Perfection Pattern which prevents wrist 
strain. Securely fastened to the blade with three 
nickeled screws and medallion. Also made in 
regular pattern. 


EcCATKINS 


AND COMPANY 
INDIANAPOLIS, INDIANA * USA 
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HARDWARE AGE 


Announces 


A Series of Articles on 


STORE 
ARRANGEMENT 


AND MANAGEMENT 


The writer of the series is John H. Ganzer, a recog- 
nized authority on the subject and well known to the 
retail hardware trade. His business experience has been 
almost entirely in the field of sales promotion and mer- 
chandise display. From 1908 to 1921 he was sales pro- 
motion and advertising manager for a large wholesale 
organization. 


This naturally led to a keen interest in store arrange- 
ment, merchandise display and management, which cul- 
minated in his entry into a new field covering those lines. 
From 1921 to 1929 he was vice-president and general 
sales manager of one of the leading store fixture houses, 
in charge of store planning and designing. His work 
included the training of store engineers, store planning, 
and the development of merchandising plans. 


In this connection he was responsible either directly 
or indirectly for the plans and arrangements used in 
many retail hardware stores in various parts of the coun- 
At the same time he acted in an advisory capacity 
tc hundreds of other hardware merchants. 


try. 
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JOHN H. 
GANZER 


From this wide experience Mr. Ganzer accumulated 
a fund of practical information which fits him admirably 
to act as an advisor to the trade through these columns. 
He not only understands the problems in regard to hard- 
ware stores, but his experiences gained in planning and 
equipping other types of stores has given him an insight 
into the hardware merchant’s competitive problems. 

Many of our readers have heard John Ganzer in his 
addresses at various hardware conventions. 
his ability to render practical assistance at this time when 


They know 


store arrangement, display and management are of such 
vital importance. 


In this series he will tell you how to start the rearrange- 
ment of your store; the types of fixtures to use; how 
to arrange the center of the store; how to sample; how 
to display and how to merchandise hardware on a profit- 
able modern basis. 

Look for the initial article and don’t miss a single one 


of the series. 
cash register. 


It will help you put more money in your 
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Another Hibbard Special 


A Wenihethd 1 Wonderful Range at a Remarkable Price! 


You may offer this Guaranteed Range at a Price 
that defies all Competition 











Star Leader 
Wickless 
Oil Range 


— 





To Retail 


at ue QO” 


and pay YOUR 
usual Margin 





An exclusive Hibbard Leader 
' for Independent Retailers 


IP i 


ie 








Powerful burners . . . 5 of them . . . extra large on the utensil. No wasted heat. Rust proof oven—roomy 

. producing big clean blue flame . . . intense heat —conveniently arranged. Snow white porcelain enamel 
without smoke or odor. Easy to regulate. The green splashers and oven door . . . easy to keep clean. The beau- ' 

porcelain enamel chimneys concentrate all the heat right tiful green, black, and ivory combinaton is baked japan. 


Price Atmosphere 


With this Star Leader Range on your floor you can offer the Lowest Price ever 
made on a Range of this High Quality and thus impress ALL your customers that 
YOURS is the BEST PLACE to buy real VALUES in hardware. 


Write for the New Hibbard Stove Catalog . . . Now Ready 
Co-operate with the Wholesaler Who Co-operates with You 


HIBBARD, SPENCER. BARTLETT § (0 


211 EAST | WATER ST. 
SCoHIt CAS CO 
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The tariff bill now pending in 
Congress is the subject of more dis- 


The Tariff and 
Our Export 


Business cussion pro and con than any legis- 


lative activity of recent years. 

Also, it is receiving more openly expressed opposition 
than is usual, even for a tariff bill. In this case, how- 
ever, the opposition is not along strictly party lines, but 
represents factions from all types and classes of people 
regardless of political belief. 

It is doubtful if the present bill is satisfactory im all 
respects to anyone. It has been subjected to so many 
changes since its introduction that its original sponsors 
would hardly recognize it. In fact, it is a true product 
of what is known as “tariff tinkering.” 

The Bache review refers to it as “a ragged, mis- 
shapen hodge-podge, with each rate created under pres- 
sure of selfish interest for or against, and with no re- 
lated conformity to any known principle of tariff 
making.”’ 

Be that as it may, it is already affecting our foreign 
trade. The Canadian Government has not even waited 
for the bill to pass, but has already moved to take pro- 
tective measures by establishing countervailing customs 
duties on a list of 16 commodities of general exchange 
between the two countries, imposing the same duties on 
them as those imposed by the United States on imports 
from Canada. Under the operation of these duties the 
United States stands to lose some $200,000,000 in trade, 
which will go to Great Britain. 

Canada buys annually about $900,000,000 from this 
country and sells us only about $500,000,000 worth of 
commodities. The matter is also becoming politically 
important in Canada, and a general election is to be held 
to settle the question whether duties shall not be made 
even more severe than already contemplated. 

It would seem that the tariff situation requires the 
application of sound business sense, backed by knowl- 
edge and unbiased by selfish interest or party affiliation. 
The tariff is not a political question. 
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The Federal It seems high time for the Fed- 
Trade Commis-_ eral Trade Commission to take cog- 
sion Should Act nizance of the actions of certain 

mail-order houses with reference to 
merchandise which the manufacturer declines to sell 
them, and which they obtain through so-called “bootleg” 
sources. In the majority of cases where the merchan- 
dise is thus obtained the established resale prices are cut 
in such a way as to injure the reputation of the maker 
as well as the business of his regular distributors. 

The laws under which the Federal Trade Commission 
operates give a manufacturer the right to decline to 
accept orders from any firm he does not wish to sell. 
However, there is apparently no law to prevent such 
firms from buying the goods elsewhere and selling them 
at any price they see fit, except: 

That if it can be proved that such firms take well- 
known, nationally advertised lines, not with the object 
of reselling them at a profit, but merely to punish the 
manufacturers for refusing to sell them, such an act 
may be construed as an unfair trade practice. 

There are several instances where there are at least 
indications that such conditions do exist. Such cases 
should be investigated, and where the evidence reveals 
unfair trade practices, the Federal Trade Commission 
should act as promptly and rigidly as it has in other cases 
where unfair trade practices have existed. 


Too Much There is too much unnecessary 
Inside price cutting in the hardware trade; 
Competition cutting of prices on goods which the 


trade itself controls. At the same 
time there is too little meeting of price competition on 
goods which serve the public as price barometers. 

If the trade would get a proper profit on those lines 
and items which it controls, dealers could easily meet 
competitive prices on those items which now give them 
a reputation for high prices. 


(Index to Editorial Contents will be found on page 98) 








Developments in transportation have tended 
to bring people nearer together, and now you 


are competing with ALL DEALERS WITHIN A 
RADIUS of say TWENTY-FIVE MILES 





COMPETITION 


BETWEEN 


CITIE 


wo TOWNS 


Charles P. Stiles, Ilion, N. Y., Tel in This Article 
WHAT TO DO ABOUT IT 


HIS new competition that we hear so much 

about and read so much about has jumped 

the bounds of separate communities, and now 

the dealer finds himself competing not only 

with other dealers in his own town, but with 

dealers in nearby towns and cities as well. 

A few years ago a town was a town; now it is the 

liveliest community in the state, the fourth largest pro- 

ducers of such and such a commodity or the home of 

such and such an industry. Signs greet the motorist as 

he enters and wish him a farewell as he departs and ask 

him to call again. Deadly rivalries develop between one 
community and its neighbor. 

How many of you hardware dealers realize that some 

of your possible customers are driving into a nearby city 


or to a neighboring town to do their buying every day? 

Developments in transportation have tended to bring 
people nearer together and now you are competing with 
all dealers within a radius of say twenty-five miles. 

First of all, how does your town compare with those 
nearby ? 

Are the shopping facilities good? By that I mean are 
all the commodities which the buying public demands 
offered for sale in your town, or is it necessary to go out 
of town to obtain certain things? Once the customer 
gets out of town he is apt to buy not only the articles he 
went after, but other things as well. 

Are the stores attractive? Are they modern and well 
arranged and do they display a complete line of mer- 
chandise? And speaking of merchandise, is it the type 























of merchandise that your buying public demands? For 
example, if price is the main factor, are the stores carry- 
ing a quality line of merchandise and forcing the buying 
public to go to the nearby city or town to get what they 
want at the price they want to pay; and conversely, are 
your stores trying to sell cheap merchandise to a public 
that demands quality? Is the business section of your 
town attractive or are the buildings old and the store 
fronts and interiors dingy and somewhat antiquated ? 
The fact that people want up-to-date merchandise sold to 
them in an up-to-date way and amid attractive sur- 
What is the attitude of the 
Are they boosters or 


roundings is not disputed. 
people in your town toward it? 
knockers? The difference between a live town and a 
dead one can be traced directly to the kind of organi- 
zations existing in it. Has your town a Chamber of 
Commerce or a similar organization to promote pub- 
licity: ‘To do this well it is essential that the organiza- 
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number of overhead expenses to be met by the consumer. 

I know of a village where there are three hardware 
stores when they should have but one. ‘There is no 
doubt but that the people would be better served, and 
served at lower prices if the three stores would consoli- 
There would then be enough business to justify a 
A city of some 


date. 
good assortment and moderate prices. 
hundreds of thousands has two or three times the num- 
ber of dealers in all lines that are needed to properly 
serve the people, and practically no stores in the city 
are as good as the population and purchasing power of 
the community should justify. 

The trouble is that we assume that the power of com- 
petition will assure that the community will be well 
served and protected and that the welfare of the town 
will be promoted. A careful survey will reveal the 
fact that this is not so and that excessive competition is 
a great hindrance to the growth of the town. The dealer 
cannot lift himself by his boot-straps nor eliminate over- 
head expenses on a small turnover. What [ am urging 
is that the Chamber of Commerce begin farther back, 
by so arranging and balancing the business of the town 
that adequate service could be 
rendered at the right price 
with promise of profit to all. 







Where 









Ilion’s 
Consumers 
Live 








tion plan be well thought out, a 
paid secretary employed and en- 
thusiastic committees appointed. 

Blind faith in competition cov- 
ers a multitude of The 
Chamber of Commerce generally 
urges people to buy at home, but 
does not concern itself with the 
question of whether the local 
dealers deserve the trade. 

It is often true that there are 
too many stores in town in each 
q line of goods to make it possible 
to carry good stock, give good 
service or make attractive prices ; 
and yet the Chamber of Com- 
merce often welcomes new mer- 


sins. 











chants regardless of the need of 
them. 

Would it not be better for the 
Chamber to find ways to reduce 
the stores to the number needed 
and discourage such new competi- 
tors as could only increase the 
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Should the Manufacturer Sell the 
Mail Order House ? 


NE of the most widely discussed questions in 
the hardware field is whether or not manufac- 
turers should sell the mail order houses. Natur- 
ally, the question is so wide in its range and deals with 
so many complexities, that a direct answer is practically 
impossible. It savors somewhat of the question once 
submitted to a lawyer by a witness who contended that 
some questions cannot be truthfully answered by “yes” 
or “no.” His query was, “Do you still beat your wife?” 

Undoubtedly the concensus of opinion in the trade is 
that a manufacturer of well-known, branded products, 
selling at established prices through hardware whole- 
salers and retailers, should not sell those products to 
mail order houses. No one questions the manufacturer's 
legal right to sell them. The issue is entirely one of 
ethics and good business judgment. 

HarpwarE AGE has consistently maintained that the 
manufacturer of trade-marked branded merchandise 
should, from the standpoint of good business, choose 
one channel of distribution for that merchandise, and 
adhere to that channel. 

There are some, however, who take the stand that, 
regardless of whether or not the manufacturer sells the 
mail order houses, those firms will obtain his merchan- 
dise and sell it at cut prices. There is some evidence 
that this is true. On the other hand, if the majority of 
those who produce branded, trade-marked items should 
adopt a policy of not selling those products to such con- 
cerns, the mail order houses would soon find the so-called 
“bootlegging” tactics unprofitable. While they might be 
willing to absorb a loss on a comparatively few such 
items, the loss on a wide range of items would be too 
great to absorb and leave a general profit. 

There are perhaps others who feel that the manufac- 
turer who sells trade-marked, branded articles to the 
mail order houses can influence them to maintain estab- 
lished prices. It is probably true that in some cases the 
manufacturer can induce them to more or less limit their 
price reductions on his merchandise; but can he induce 
them to sell at established resale prices? The policy of 
the mail order house is to sell cheaper than its retail com- 
petitors. Its reputation for low prices is at stake. What 
would you do under similar circumstances? 


Our attention has frequently been called to instances 
where independent retailers have cut established prices 
on branded or trade-marked merchandise; instances 
where mail order house competition was not an issue. 


Often in such cases the independents in question were 
buying the goods referred to from manufacturers direct. 
Is it reasonable to suppose that mail order house buyers 
neglect to use such instances as arguments to manufac- 
turers who refuse to sell them branded goods? 

The next point which arises is whether or not the 
maker of a trade-marked or branded line sold through 
independent channels, should manufacture another line, 
or furnish the same goods unbranded or under another 
brand name, for the mail order houses. This is a moot 
question, with plenty of room for honest differences of 
opinion. 

We therefore frequently hear this argument advanced : 
“No one denies that mail order selling is a legitimate 
form of merchandising. It is- logical, therefore, to as- 
sume that mail order houses will have no difficulty in 
getting merchandise to sell. The fact that the manufac- 
turer of a trade-marked or branded hammer refuses to 
sell that hammer to them, will not prevent the mail order 
houses from buying and selling hammers. Someone is 
going to sell them unbranded or private brand goods 
Why should the manufacturer who protects the inde- 
pendent on his trade-marked goods, be penalized by 
having to refuse that business ?” 

To this, others reply that the mail order houses would 
make capital of the fact that the manufacturer referred 
to is the maker of the line they carry; that the manufac- 
turer, under such conditions would be competing with 
himself and therefore his trade-marked or branded line 
would suffer. 

The opponents reply that the mere fact that the manu- 
facturer referred to makes the mail order line, will not 
influence the public to consider it as good as the trade- 
marked product ; that if the line is sold to the mail order 
houses on the same basis of price and value as the 
branded line is sold to independents, the difference in 
resale prices will be so little as to cause no injury. They 
cite instances of wholesalers’ private brands and of man- 
ufacturers who sell both branded and unbranded lines 
through independent channels. And so the argument 
goes on. 

Be that as it may, the concensus of opinion in the hard- 
ware trade seems to be that regardless of whether or not 
a manufacturer sells to mail order houses, he should not 
sell them merchandise of the same kind and quality as 
his trade-mark line—either in unbranded form or under 
a special brand—at prices lower than those offered his 
regular trade. 
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A Better Way to Sell Linoleum 


Neyhart's Outline the Factors Enabling Them-to Sell 
More Than 16,000 Yards of Linoleum 


ILLIAMSPORT, PA., a thriving manufactur- 
W::. city of about 50,000 persons, depends largely 
upon the Neyhart Hardware Co. to supply lino- 
leum floor coverings for every need. The store has 
cultivated the local linoleum busine:s until it has reached 
the point where it is now necessary to order two car- 
loads at the beginning of the most active selling season 
to satisfy the demand. Last year the store sold 16,682 
square yards from stock, not including sales which ne- 
cessitated special orders. N. P. Brown, merchandise 
manager for the store, recently outlined some of the 
important contributing factors which have made this 
linoleum sales record possible. 
One of the most important things to keep in mind 
is the most opportune seasons to promote the sale of 
the line through newspaper advertising, store display 


and other mediums. While the line is displayed in a 


prominent store location, on the miain sales floor, every 
day in the year, a special sales promotion effort is made 
in the spring and fall. The demand is naturally more 
pronounced during the two seasons when many families 
move into new living quarters. In Williamsport more 
families move in the spring than in the fall, and for 
this reason the former is the most active selling season. 
In 1929 the firm sold 9440 square yards in the spring 
and 7142 square yards in the fall, or a total of 16,682 
square yards. 

Neyhart’s have found that a large enough stock should 
be carried to permit an extensive and, therefore, im- 
pressive display. It is essential that the assortment 
should also be varied enough to please all tastes, and 
a wide range of prices should be provided to suit all 
It was pointed out that a broader knowl- 

(Continued on page 87) 
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Most readers will agree, that the window reproduced at the top of this 

page is far more effective than the window illustrated below. The rea- 

sons why, and some of the important factors in the “pulling power” of 
window displays, are outlined in this article. 


Comparing Electrica 


Appliance Window 











OTH of the window displays 
| ae incidental to this 

article are good windows, 
probably far better than the aver- 
age. Both were recently used by 
the same prominent New York 
store. However, in our estimation, 
the window illustrated at the top of 
this page is far more attractive than 
the window shown below. For this 
reason we believe it to be the most 
effective from a sales standpoint, 
and we think that after a careful 
comparison you will agree with our 
decision. Electrical appliances are 
real money-makers in the average 
hardware store, and their promi- 
nence as profit builders should fur- 
nish the incentive for frequent as 
well as effective window displays. 
With summer approaching, table 
appliances will be in more active 
demand than since the holidays. 
Hot, sultry days are not conducive 
to housewives standing over still 
warmer cook stoves on unwarranted 
occasions. They prefer to prepare 
an electrically cooked meal right 
on the table while enjoying com- 
parative comfort. June weddings 
will also call for many gifts of elec- 
trical appliances. In other words, 
the opportune time for a good elec- 
trical appliance window is almost 
here. 

Any hardware store will encoun- 
ter little difficulty in installing a 
window similar to the example il- 
lustrated at the top of this page. 
To our mind, the display has an 
appeal which would be exceedingly 
difficult for anyone needing appli- 
ances to resist. The keynote to its 
effectiveness is simplicity, together 
with the fact that it is not over- 
crowded. Definite and favorable 
impressions register on the minds 
of the passers-by when the display 
is striking enough to get their at- 
tention and entrancing enough to 
hold that attention. The factors to 
arouse this degree of interest must 
at a single glance strike a respon- 
sive chord in the mind of the ob- 
server. Upon closer scrutiny, it 
must retain the same interest and, 
forcibly as any display can, 
(Continued on page 58) 
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Mrs. Edith Seely, at Seventy, 


. i. 


Sells Electric Appliances 


Essentially One of the “Youngest” Persons on the Store Staff, She 
Has Charge of Selling and Buying in the Gift and China Ware 
Department of the A. A. Doerr Mercantile Co., Larned, Kan. 


HOUGH she has seen 
her seventieth birthday, 
Mrs. Edith Seely, who 
sells electric appliances 
and other households at 
retail for the A. A. 
Doerr Mercantile Co., Larned, Kan., 
is essentially one of the “youngest” 
persons on the staff of the large 
Doerr establishment. Mrs. Seely is 
manager and buver in the gift and 


Electric Vacuum Cleaner Effects Economy 
of $800 Annually for Washington Store 


The method illustrated of cleaning sprinkler pipes in 
the Woodward & Lothrop store in Washington, D. C., 
saves the firm $800 per year. Previously the sprinkler 
pipes were cleaned by two porters with ladders and 
Now, one porter performs the task in less 
time, through utilizing an electric vacuum cleaner having 


brushes. 


a twenty-foot metal suction tube. 


china ware department; she has 
been in charge of it for eighteen 
years. 

Despite chain-store competition, 
Mrs. Seely was able to increase her 
electric volume last year over 1928, 
and she didn’t have to mark down 
her regular retail prices, either. She 
buys carefully and sells enthusiasti- 
cally. 


She learned long ago that the 





Few People in Larned, Kan., Have More 
Friends Than Mrs. Seely, Here Seen 
Behind the Appliance Display Table of 
Her Gift and China Ware Department 


public is willing to pay for quality 
merchandise well advertised. Mrs. 
Seely knows from experience that 
nothing is more satisfying to the 
customer than a_ well-constituted 
appliance and that, from the retail- 
er’s viewpoint, adjustments on infe- 
rior appliances reduce profits and 
repel customers. 

It has been determined in the 
Doerr store, through Mrs. Seely’s 
selling success, that a good sales- 
woman thoroughly conversant with 
electric households, all other things 
being equal, will contact more femi- 
nine buyers than would a man at 
the same work. Women, of course, 
are the preeminent users of such 
appliances. 

Without following any hard-and- 
fast rule in sales presentation, Mrs. 
Seely knows the language of the 
housewife as well as the merits of 
appliances. She and the average 
woman customer soon get deep into 
the hows, whys and wherefores. 

In and around Larned, Mrs. 
Seely is well known. Few people 
there have a wider acquaintance 
than she. Her friends prefer to buy 
from her not only because she is 
friendly, but because they appreciate 
her ability in the conduct of her 
department at Doerr’s and her sin- 
cerity in recommending meritorious 
appliances. 

Healthy and active, Mrs. Seely is 
always “on the job.” Her pleasant 
personality is one of the bright 
spots on mafly a Larned woman’s 
shopping trip. 











What Ozone Devices Are 


—and Why Hardware Merchants Should Sell Them 


NTERPRISING hardware 
EK merchants should be quick to 
grasp any opportunity which 
provides a new chance to increase 
their sales volume. The acceptance 
will, of course, be governed largely 
upon the merits of the proposed 


= 





Wellington J. Smith Co. 
1105 Chester Ave., Cleveland, Ohio 


article, its potential market and 
whether or not it is related to the 
balance of the merchandise carried 
by the dealer. As ozone devices 
qualify in all of the respects pre- 
viously mentioned, it is our conten- 
tion that they offer a splendid oppor- 
tunity for boosting hardware store 
profits. The huge potential market 
which exists is best exemplified by 
the fact that a national sales or- 
ganization has been successfully 
engaged in the field for more than 
a year selling direct to the con- 
sumer. If the devices find a ready 
market through this channel it is 
logical to assume that the dealer can 
also sell his share of the existing 
prospects. Many different types are 
on the market, which are being 
manufactured by several reputable 
makers who rely exclusively on 
dealer representation for their ozone 
devices. 

Ozone, according to the diction- 
ary, is “an allotropic form of 


By WILLIAM J. LOHMAN 


oxygen present in the atmosphere, 
especially after electrical disturb- 
ance, with a characteristic odor.” 
An ozone device or ozonizer is a 
device which produces ozone arti- 
ficially. This is accomplished by an 
electrical machine which can be sold 
over the counter in the same man- 
ner as the majority of other elec- 
trical appliances being sold by the 
hardware dealer. It simply requires 
plugging in any ordinary light 
socket. Chemically, the formula of 
ozone is Os which means that each 
molecule of ozone is made up of 
three atoms, whereas the molecule 
of oxygen is made up of only two. 




















Ozone Pure Airifier Co. 
1455 West Congress St., Chicago 


It is a natural constituent of the air 
and is created in nature by the 
ionizing action of the sun’s ultra 
violet rays, upon the oxygen in the 
air. Artificially it is formed by 
passing air or oxygen through elec- 
trical discharges. It is desirable to 
produce ozone artificially because it 
often exists only in very limited 
quantities and is needed to purify 
and sweeten the air we breathe. 
At the seashore, on snow capped 
mountains, in the pine forests and 
wherever nature is at her best, ozone 
is plentiful. In thickly populated 
sections of the country, often the 
50 


lifeless smoke and dust laden at- 
mosphere contains a minimum of 
ozone. The presence of ample 
ozone is the element in the air which 
leads people to remark “The air 
feels so refreshing” after they leave 
close and stuffy confines for a walk 
into the country. Clean pure air 
properly ozonized does much to 
promote general health and to 
prevent sickness. 

An ozone machine in any room 
will keep the air continually fresh 
and pure and will serve to dissipate 
all obnoxious odors, such as cook- 
ing odors and stale tobacco smoke 
odors. An ozone device in a sick 
room will remove all objectionable 
odors and contribute to the patient’s 
comfort. If washing or cleaning is 
done in the home, an ozonizer will 
serve to remove the offensive odors 
usually attendant to the cleansing 
operations. Sunning clothes in an 
ozonized home is unnecessary for it 
serves the same purpose. 

Ozone is" not a substitute for 
ventilation, but a supplement to 
ventilation. Atmospheric oxygen 
cannot perform the same function 
in the home as ozone. It is said 
that ozone will destroy pathologic 
bacteria and disagreeable odors by 
active oxidization, whereas oxygen 
will not. The importance of pure 
air cannot be over-estimated, and 
for this reason, nearly every home 
is a logical prospect for an ozone 
machine. 

An ozone machine is very eco- 
nomical to operate. The current 
consumption is small, less than an 
average electric light bulb. The 
maintenance is practically nil for 
no chemicals or refillings are neces- 
sary. An electrical connection is 
all that is required. While ozone 
in itself will not reduce the coal bill, 
there are certain economies effected 
by the installation of an ozonizer in 
the intake pipe of the home furnace. 
In this way, it will provide for re- 
circulation of air by its purifying 
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agency, saving the heat units or- 
dinarily exhausted to the atmos- 
phere through the foul air vents. 
In St. Louis where ozonized air is 
used in schools, correct room tem- 
peratures are maintained’ by one- 
half the boiler capacity and radia- 
tion, which was required before 
ozone machines were installed. 
Industrial applications of ozone 
are numerous and varied. It is used 
quite extensively for _ sterilizing 
water. In the treatment of disease, 
James Tood, A.M., of Pittsburgh, 
who is a noted scientist, has given 
accounts and submitted conclusive 
proofs of cures of many -patients 
suffering from five different bac- 
terial diseases, namely : tttberculosis, 
nephritis, abscess, pneumonia and 
influenza. Bleaching processes pro- 
vide another use for ozone. In oil 
refineries, or in any industry where 
oxidation at a low temperature is re- 


Two Types of Modern Display 
Rooms Are Pictured Here 


Below: An innovation for displaying 
portable electric lamps has been inaugu- 
rated by the Aladdin Manufacturing Co., 
Muncie, Ind., in the form of a flying 
showroom. The company recently ac- 
quired the new type four-place cabin 
Stinson aeroplane, which is_ illustrated. 
The plane has been fitted with a com- 
plete line of sample lamps and is now 
on an air tour of the country in charge 
of O. Sacksteder, Jr., general manager. 
who is accompanied by Mrs. Sacksteder. 

Distributors of Aladdin lamps in De- 
troit, Grand Rapids, Chicago, Milwaukee, 
Dubuque and Kansas City, as well as 
firms representing the line in intermedi- 
ate points, will be visited on the present 
trip and will be given an opportunity to 
inspect the flying display. The company 
is said to be one of the largest manu- 
facturers of electric lamps and shades in 
the world, and in addition to a large do- 


quired ozone can be used to great 
advantage. 

Ozone in cold storage plants for 
the preservation of food is becom- 
ing very popular. It prevents the 
odor of one product from absorb- 
ing the odor of another product. It 
is used extensively in the aging of 
alcholic liquors and in the seasoning 
of lumber. Also in the drying of 
copia. In flour mills, ozone is intro- 
duced to eradicate the flour moth. 
Still another use is in counteract- 
ing the poisonous carbon monoxide 
gas issuing from the exhausts of 
running motors. The Central Lon- 
don Railway Systems have thor- 
oughly ozonized the underground 
tubes. 

Since ozone consists solely of 


oxygen it can in no way introduce 
undesirable byproducts, that are 
foreign to pure air, and as all other 
oxidizing agents must carry their 














the globe. 
are distributed through hardware channels have re- 
cently acquired flying display facilities. 


oxygen in combination with other 
elements, ozone remains alone as a 
natural method of air purification. 

In conclusion, the subject of 
ozone may be summarized by ask- 
ing and answering two basic ques- 
tions, namely: “What is~*ozone?” 
and “What will ozone do?” Ozone 
is electrified air. Chemically, its 
formula is (Os), that of normal 
oxygen being (O,). In other 
words, two atoms are broken -up 
into three. The extra atom being 
very active, attacks the organic im- 
purities. Inhalation of ozone is 
essential to life. Hence it is vital 
air. The following are five things 
ozone will do: (1) Purify the air. 
(2) Eliminate objectionable odors. 
(3) Prevent the spread of contagi- 
ous disease. (4) Reduce mental 
fatigue. (5) Increase working effi- 


ciency. 





mestic business it exports lamps to every corner of 


Several manufacturers of articles which 


Above: Standardized sales and display rooms, iden- 
tical to the one shown in the photograph will be used 
by dealers who offer the new Westinghouse refriger- 
ator, which was recently placed upon the market. 
It is expected to lower sales resistance materially. 














Swank Salesmen Sell Electric Refrigeration as 


COMFORT, HEALTH 


In 1929, the retail sales vol- 
ume of the Swank Hardware 
Co., Johnstown, Pa., in elec- 
tric refrigerators alone, ap- 
proximated $60,000. This 


year, the firm expects to dis- 
pose of nearly twice as many 


LECTRICAL refrigerators have proven a very 
profitable adjunct to the extensive electrical 
department which has long been an integral 

and highly satisfactory addition to the store 
operated by the Swank Hardware Co., Johns- 

town, Pa. As the store has sold electrical re- 
frigerators for the past five years, or almost since their 
advent upon the market, other firms who are handling 
or are contemplating handling the line should find the 
experiences of this Pennsylvania stere helpful. Espe- 
cially so when ft is learned that Swank’s recently were 
thirteenth in a national sales contest of one of the manu- 
facturers, and that the store sold more than 200 elec- 
tric refrigerators last year. Indications at the present 
time, in keeping with a selling campaign which is under- 
way, presage the fact that from 350 to 400 will un- 
doubtedly be sold before the end of the current year. 
One of the factors of prime importance to the suc- 
cess achieved with the line was that the firm was well 


prepared to merchandise it. The store. which was 
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an ECONOMY 


By J. M. WITTEN 


founded in 1862, realized many years ago that electrical 
merchandise offered a splendid opportunity for profit 
to the hardware merchant. Seven years ago, or in 1923, 
the growing demand for electrical goods prompted the 
firm to create a separate and distinct electrical depart- 
ment. Since then the department has shown consistent 
growth, until it is now one of the most productive in 
this large and progressive establishment. Electrical re- 
frigerators is but one of the major lines in the exten- 
sive department. [Electric ranges, ironers, washers. 
vacuum cleaners, decorative lamps, lighting fixtures, 
table appliances, parts and a complete line of wiring 
supplies are embraced in the department, which is prob- 
ably the largest and most complete in the vicinity of 
Johnstown. The unusual arrangement of the modern 
store building permits devoting an expansive adjoining 
display room in the rear of the main sales floor to a 
comprehensive showing of electrical merchandise of 
every description. Ultra-modern display is a feature 
of the department as it is throughout the entire store, 
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but this particular department is especially appealing to 
the store visitor, as can be judged from the illustrations 
incidental to this article. 

From the foregoing outline of the store’s facilities in 
its electrical department, it is easy to understand why 
the firm was especially well prepared to merchandise 
electrical refrigerators. However, for fear that the 
reader may assume that the department has a staff of 
skilled electricians, we hasten to add that this is not 
the case, as the store deals with electrical contractors 
on wiring and refixturing, and no skilled services are 
required in connection with its merchandising of elec- 
trical refrigerators and related major appliances. In fact, 
Harold H. Block, manager of the refrigerator ‘section, 
asserts that any one of the twelve truck drivers em- 
ployed by the store can install the machines without 
the slightest difficulty. Installations have been com- 


The illustrations on these pages show 
the prominence which the Swank 
Hardware Co. of Johnstown, Pa., 
gives to the merchandising of its elec- 
tric appliances. At the right is the 
store display of refrigerators and on 
the opposite page a general view of 
the department. Below: A billboard 
advertisement, taking advantage of 
the manufacturer’s advertising 


pleted within forty-five minutes after the truck had left 
the store, and even during the rush season purchasers 
have their refrigerators installed within five hours after 
purchase. In describing the installation procedure, Mr. 
Block said: “It’s very simple. The refrigerating unit 
and cabinet are transported separately. Then the cabi- 
net is placed in the home, and a special truck, having 
a winch, is used to raise the refrigerating unit and to 
lower it on to the top of the cabinet. The cord is then 
plugged in and the machine starts to operate. Service is 











absolutely nil, which is a highly important advantage 
to hardware merchants.” 

Three salesmen have been regularly engaged in sell- 
ing refrigerators, but the sales staff will be increased 
for the coming season. Most prospects are acquired 
through other satisfied users of the refrigerators, which 
eliminates the necessity of ringing doorbells and attempt- 
ing to cultivate “cold” prospects. While salesmen are 
compensated on a straight commission basis, it is rarely 
necessary to contact prospects who are not in a recep- 
tive mood. Many persons come into the store to inspect 
the machines after they have heard their friends or 
neighbors tell what a wonderful convenience they are. 
Others become interested through the store’s newspaper 
advertising and direct-by-mail literature. Still others 
telephone to say they are interested, and sometimes actual 


orders are received over the phone for refrigerators sim- 





ilar to one which the party telephoning has observed in 
the home of a friend. No reward is offered or given 
when a user recommends the machine to a prospect who 
later purchases a refrigerator, as this is unnecessary. 
Satisfied owners are generally so pleased that they are 
glad to say a good word for the refrigerators when the 
opportunity presents itself. While we were talking to 
Mr. Block, a lady who had purchased a machine a few 
weeks previously was overheard to say: “I think I have 
sold three more refrigerators for*you to some of my 
friends.” She then proceeded to enumerate their names 
and addresses, and in conclusion said: “If you ever need 
anyone to vouch for their merits, just have them call me 
and I'll be glad to recommend them.” 

In selling, more stress is laid on the economy, con- 
venience and health advantages provided by electrical 
refrigeration than on construction and similar points 
although superior mechanical features are also empha- 
sized. The salesmen also make it a point to convey the 
impression that electrical refrigeration is an absolute 
necessity rather than a luxury. A flat rate of three cents 
a kilowatt-hour is the prevailing charge for local cur- 
rent, which is another feature that is stressed in con- 
nection with the economy of electrical refrigeration. In 
explaining the all-steel construction, the salesman elabo- 


(Continued on page 87) 








You Can Use and Sell 
The Remarkable Electric Eye 


IRACULOUS achievements are being accom- 
M plished through numerous and varied applica- 

tions of the photo-electric cell, or “electric eye,” 
as it is more generally known. Essentially a device 
utilizing vacuum tubes, somewhat similar to the ordi- 
nary radio type, this cell acts with almost superhuman ac- 
curacy and dependability in serving many practical func- 
tions of interest to everyone. However, hardware mer- 
chants should be doubly interested for two reasons: 
First, because it can be applied to work for them in 
their place of business, and, secondly, because it will 
probably be developed to such an extent as to be prac- 
tical for them to sell in connection with their growing 
electrical departments. Among the many services already 


The photo-electric cell has 
made possible the device, here 
described, which is capable of 
such astonishing service as de- 
tecting and extinguishing fire, 
counting people or passing ob- 
jects of any size, sorting mate- 
rials according to color or im- 
perfections, opening and clos- 
ing doors automatically. This 
article is a clear statement of 
the facts concerning this new 
device pointing out that - - - 


performed by the electric eye are: detecting and extin- 
guishing fires, counting people, passing objects of any 
size, and sorting materials according to color or im- 
perfections, and opening garage doors automatically 
upon the approach of the car. 

Customers coming into the store may be counted auto- 
matically as they cross a beam of light which extends 
across the entrance. No mental process or manual op- 
eration is necessary, for a photo-electric cell operates an 
electrical counter every time the ray of light is inter- 
rupted by a passing person. A similar adaptation has 
been in use for some time in the Holland tunnel, which 
connects New York and New Jersey, to count the num- 
ber of automobiles which pass through the tube. Win- 
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dow or counter displays may be set in motion at the 
approach of a passerby without actual contact. Auto- 
matic light control, as made possible by the electric eye, 
can be applied to many lighting problems. Instead of 
operating on the time principle, the electric eye will turn 
on the lights when any predetermined degree of dark- 
ness prevails for any reason. On a cloudy, dark day 
the device then automatically turns on the store lights 
as soon as darkness diminishes to a point less than that 
of the foot-candle of the light intensity, to which the 
apparatus is adjusted. 

In canning factories they are being used to sort such 
small vegetables as peas according to size and color. 
In tile factories they sort tiles according to shade with 
a greater degree of accuracy than it is possible with 
the human eye. It also furnishes an accurate automatic 
process to be substituted for human judgment and eye- 
sight in determining the correct temperatures of steel 
in the various processes of manufacture. By what is 
said to be a very simple arrangement, it is now possible 
to equip a garage door with a photo- 
electric cell which reacts to head- 
lights of the incoming car and starts 
machinery that opens the garage 
door. It is entirely possible that the 
latter device will be perfected to the 
extent that the progressive hardware 
dealer will sell it over the counter at 
the same time he provides the ga- 
rage hardware. 

The works of the photo-electric 
cell resemble those of a radio set. 
In the usual photo-electric cell three 
tubes are used, two for the amplifi- 
cation of the atomic power set up in 
the third tube, which contains ce- 
sium of potassium. The latter sub- 
stance reacts to cold light or hot 
light, like the atoms of a steel bar 
react to an electric magnet. Practically the same thing 
takes place in a photo-electric cell when a beam of light 
is thrown on it. The energy consumed by the atoms in 
the tube when they “come to attention” is then amplified 
sometimes millions of times to start the machinery. As 
little as one-millionth of a watt of energy will serve to 
motivate the function of the cell. The amount of energy 
required to light a 75-watt lamp is 75,000,000 times as 
much. 

The electric eye is capable of operating in two ways. 
When the tube is kept in a shadow, the cesium of potas- 
sium reacts to light. When the tube is kept in light, 
the cesium of potassium reacts to shadow. In one proc- 
ess the atoms separate and scatter, while in the other 
they become rigid. In either case the inception of energy 
is sufficient to start the amplifying tubes into action. 
The device is also applicable as protection against theft, 
since it will act instantly when anyone approaciies it. 
When thus installed in a safe or vault, it will ring an 
alarm and trap the intruder. The device is so sensitive 








Below is shown the 
electric eye minus 
any attachments. 
Here we have the 
simple looking ap- 
paratus which 
actuates the vari- 
ous counters, 
sorters, etc. 


The illustration above shows 
the device operated by the 
electric eye to turn on the 
lights of a large electric sign 
used by the General Electric 





Company. This electric eye 
performs its task whenever 
darkness lowers, regardless of 
the time of day. Should an 
approaching storm cause dark- 
ness sufficient to register in 
the photo-electric cell the 
sign would be illuminated and 
turned off again when the 
clouds cleared away. Such ap- 
plications of this remarkable 
invention can be readily ap- 
preciated by merchants 


that the mere approach of the hand will actuate the ap- 
paratus, which through relays will operate almost any 
type of machinery. 

For the invention of the grid ‘glow tube which made 
the photo-electric cell possible, D. D. Knowles of the 
Westinghouse Research Laboratories was awarded the 
John Scott Medal of 1927. During the past three years 
electric eyes have been perfected for many industries 
as well as for scores of other practical purposes. Re- 
search engineers predict that within five years they will 
be used in homes for such purposes as turning on the 
heat while simultaneously shutting the bedroom window 
and raising the shades. Remarkable achievements have 
been developed in the last few years, but the future 
holds many more. Many processes and methods will be 
revolutionized and performed by mechanical robots, 
which will be actuated by adaptations of the photo- 
electric cell. Hardware merchants who are following 
the trend of the times should keep themselves informed 
of the latest accomplishments of the electric eye. 
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The Gross Hardware Co., 
(Milwaukee, Wis.,) display of 
enamelware, and kitchen clocks 
is concentrated in a way that 
compels feminine attention. 





CONCENTRATION on 
UNE ot ENAMELWARE 
Pag tS ee 8 SALES. cscs onan 


Y concentrating on one good line of enamel ware, Enamel ware in the Gross store is shown 
instead of a general mixture, the Philip Gross pletely stocked—on three open-display tables. Each has 
Hardware Co., 218 Third Street, Milwaukee, an upper, smaller deck on top. These tables are painted 
achieved a seven-time turnover in this section green, excepting the substructure under the main tables, 
of the Gross department of house furnishings which is left in the natural-wood finish. 
with less detail and more proportionate profit. At no time is the stock in this section permitted to 

So far as enamel ware 15 concerned, the management run h’gher than $400; usually it is kept at a somewhat 
is well pleased with the policy. Granite wares and other lower figure. Yet the range of selection is always ade- 
kitchen utensils are handled in somewhat wider variety. quate, for orders can be filled quickly. 

Thus concentration simplified the bookkeeping and Only the live sellers are carried. To this end the 
made it easier to maintain a complete selection; at the company from which the Gross firm buys its enamel 
end of the first vear, under this policy, the whole stock ware cooperates. The manufacturer in this case is just 
was found to be in much cleaner condition than for-- as particular about keeping the stock within reasonable 
merly. For three years the firm has stuck to its present bounds as the retailer. It is gone over carefully once a 





and com- 


policy. Before that two or three makes of enamel ware month when the salesman calls. 


had been stocked at a time. Members of the Gross firm are frankly glad to see 
For the sake of stimulation, specials are run occa- that colors seem to be simmering down to a less trouble- 
sionally. A typical extra enamel ware offering is a some range of selection, from the average retail view- 


saucepan set of three pieces—1% qt., 2% qt. and 4 qt. point; yet they would by no means go back to the old 

at a special price for the set. The firm has sold as days when hardware items were so drably finished. 

many as a gross of such sets in a two-day sale, advertis- Bisque, lightly trimmed in green, is the best selling 

ing Thursday for Friday and Saturday selling. enamel ware color scheme in the Gross store; bisque 
56 
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and pink pearl come next in popu- 
larity. Restaurants and hotels, to 
which the Gross company serves as 
a supplier, still prefer white ware. 

Three years ago the firm began 
handling china and glass, working 
those wares in closely with general 
house furnishings; their variety 
value strengthens the whole depart- 
ment. In the Milwaukee district the 
house was among the hardware pio- 
neers in adding glass and china 
ware. 

It is, of course, necessary to ad- 
vertise the completeness of the 
store’s stock of house furnishings at 
every opportunity. Many feminine 
customers are pleased at seeing such 





Philip Gross Hardware 
Co., Milwaukee, Concen- 
trates on a Single Line, 
Showing and Stocking It 
on Three Tables, Within 
a $400 Control Limit— 
Sells Kitchen Clocks at 
the Rate of a Thousand 
a Year — Women Are 
Pleased by the Variety 
and Quality in the Firm’s 
Third-Floor Department 
of House Furnishings. 


12 inches square at the top. Seldom 
is so heavy a volume sold from such 
limited space in any hardware store. 
This kitchen clock display is at one 
end of the first enamel ware table. 
“Vegetable vitalizers’” are among 
the latest items in the Gross single- 
line stock of enamel ware; these are 
relatively shallow pans, each with a 
raised cover, for vitalizing tomatoes, 
celery, radishes and all such food in 
any electric refrigerator. Complete 
circulation inside the pan is made 
possible by the interstices around all 
sides under the cover at the top; at 
the same time condensation goes on. 
If the vegetables are wilted when 
put in the pan they are soon restored 








an attractive showing of glass and 
china along with the other household 
merchandise. One source of supply equips the kitchen. 

The department-store appeal is used to a considerable 
extent in nearly every Gross advertisement; at any rate. 
“shopping selectivity” is frequently accented. That the 
store contains “thirty-three departments of interest” is 
now and then emphasize. This appeal, of course, is di- 
rected especially to the women. 

House furnishings occupy the whole third floor of the 
five-story building. The department is supervised by 
Arthur A. Gross. Under him, Edward J. Cashman has 
charge of all household merchandise except stoves and 
refrigerators. : 

Though the firm has been in business 62 years, it does 
not lean too hard on that fortunate fact. Organized ad- 
vertising is carried on consistently. “But you might be 
surprised to realize how quickly people forget what we 
have to sell when, for any reason, we happen to stay out 
of the newspapers: for a while,” says Mr. Cashman. 

Supplementing the enamel war effectively is the Gross 
showing of colored kitchen clocks of semi-porcelain; 
these are displayed in the same section. They show ac- 
tion. Not fewer than a thousand are sold each year. At 
Christmas-time they are especially active. 

Three lines are carried, two domestic and one im- 
ported. In price such clocks run from two and a half 
to five or six dollars apiece. Only eight-day movements 
are shown. The American-made clocks are the most 
attractive. They also generate the most sales and the 
most profit. The foreign timepieces are used largely as 
“leaders.” 


For two years the Gross kitchen clock volume has 
reached $4,000 annually. Blues and greens are the fa- 
vorite colors. The store has carried them for four 
years. In the beginning the buyer was skeptical, ac- 
cepting the first shipment of 36 clocks, which he deemed 
far too large an order, virtually on consignment. Today 
as many as 48 kitchen clocks are bought at a time. 
Effective display is made in minimum space. Twelve 
clocks are mounted on a hollow wooden display box, 
about 3 feet high, 15 inches square at the bottom and 


to crisp vitality. These enamel ware 
“vegetable vitalizers” are offered in 
four sizes. Cold as they have to be, they have been sell- 
ing like the proverbial hot-cakes. They were exhibited 
at the recent Milwaukee Home Show and during the 
week of the show the Gross store sold six dozen ot 
these special enamel ware palis. . 

Next to the enamel ware section, japanned ware is 
displayed. Color, of course, is an attractive factor here. 
Roll-top bread boxes are lively. One of the best movers 
is a colorful pantry set consisting of a bread box, sugar, 
tea and coffee containers. Sets of this sort sell between 
one and two and a half dollars each. 

Another and larger pantry set is doing well in the 
Gross japanned ware section. It is new. This set in- 
cludes a bread box with a drop door that serves as a 
bread board, a cake cover and board, two toast covers 
and four canisters, filling every need for covered recep- 
tacles in the average kitchen. It makes a splendid gift 
for newlyweds and is priced at $8.50. 

Fireplace equipment is displayed with the rest of the 
house furnishings; the. firm believes it makes a better 
combination here than with general hardware as it is so 
often shown. 

Janitors’ supplies are also combined with house fur- 
Sales from this sub-department are made to 


nishings. 
his re- 


institutions and the owners of large buildings. 
quires outside selling; regular calls are made on such 
customers. Mops, pails, brooms, floor brushes, door- 
mats, liquid soaps, sweeping and washing compounds, 
squeegees and window brushes are among the items thus 
moved in volume. 

In the smaller houseware items the firm makes little 
effort to compete on price with the ten-cent stores. Only 
quality goods, most of it nationally advertised, is pushed. 

Light is abundant in the Gross store. Twenty-four 
150-watt lamps in opal-glass globes keep the house- 
furnishings department bright. Some negative influence, 
admittedly, is encountered in inducing customers to shop 
on this upper floor; however, it is partially offset by 
the firm’s advertising wherein the attractiveness and 
third-floor location of the merchandise are featured. 
Shoppers have to use a convenient elevator to ascend. 


(Continued on page 58) 
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Concentration on One Line of Enamelware 


Puts Pep in Sales 


(Continued from page 57) 


In Sunday advertising, occasionally, wash-day sales 
are run for Monday selling. These ads drive for vol- 
ume in washers, wash-boilers, wringers, tubs, hampers, 
washboards, ironing boards, stepladders, and so forth. 
The larger items of wooden ware, such as ironing boards 
and stepladders, are bought by the car. 

“If it’s from Gross, it’s good!” This slogan has been 
the advertising battle-cry of the house of Gross for 
years. Another phrase often used is, “The store of 


store. Many people are surprised upon entering this 
store to find such an unusually modern store. Here you 
will find all the newest and most modern fixtures, light- 
ing effects and store improvements; an unusually wide 
variety of merchandise and, of course, of the very best 
quality. You will enjoy shopping here.” 

Officers of the Philip Gross Hardware Co. are: Philip 
W. Gross, grandson and namesake of the founder, presi- 
dent; Clarence H. Mueller, vice-president; Arthur A. 





practical gifts.” 


A recent Gross advertisement says: 
“You will enjoy shopping in this modern hardware 


Gross, treasurer; Edward A. Munz, secretary. 


Comparing Electrical Appliance Window Displays 


should silently urge the observer to 
buy. In creating this impression, 
the upper window succeeds admira- 
bly. The plain modernistic lines em- 
bodied in the background provide 
an exceptionally appropriate  set- 
ting for the merchandise. In accom- 
plishing this, it does not detract 
from the goods, but rather enhances 
their appearance. The window card 
in the center of the display makes 
it known that the goods are on 
special sale, while legible and neat 
price cards accompany every article. 
Wall board painted in a colorful 
and contrasting tint has been used 
for the background and for the 
floor of the window. Square boxes 
covered in oil cloth of the same 
color as used for the background 
are symmetrically arranged to as- 
sure a perfectly balanced display. 
In the lower display, much of 
its effectiveness is lost in the effort 
to fill the large window with small 
appliances. Duplication is rampant. 
Nearly every type of appliance is 
shown in the small window that is 


(Continued from page 48) 


shown in the large window, and 
with better effect. Some may con- 
tend that a large window calls for 
a large display—that the merchant 
should fill it with small units. 
Dealers who support this contention 
will improve results if the large 





For Better Window Displays 


1. Make windows advertise the 
character of your store. 

. Put human interest into dis- 
play. 

3. Suggest the use of articles dis- 
played. 

4. Display seasonable goods; tie 
up with local events an 


tN 


needs. 

5. Display related articles to- 
gether. 

6. Group’ merchandise; don’t 
scatter it. 

7. Don’t crowd the windows. 

8. Make displays simple. 

9. Plan displays ahead. 

10. Get together everything 


needed before starting to work 
in the window. 

11. Improve the window lighting; 
increase the candle-power. 
12. Study and use harmonious 

color combinations. 

13. Mark prices plainly. 

14. Change displays often. 

15. Keep the windows spotlessly 
clean outside and __ inside. 
Proper ventilation helps to do 
this—“The Lamp Merchant.” 











window is broken up by dividers or 
other facilities into several different 
sections. Then in each section dis- 
plays of related merchandise can 
be properly shown. Through the 
absence of price cards, too much is 
left to the imagination, which de- 
tracts appreciably from its sales in- 
fluence. The small window repre- 
sents better balance, as this point is 
always easier achieved with fewer 
objects of the same size. Particu- 
larly above the floor, where the 
square boxes, which at a glance ap- 
pear solid, are placed in exactly the 
same position on either side of the 
display. Some tendency toward a 
jumbled whole is evident in the 
large window, making it somewhat 
difficult for the observer to scruti- 
nize any one article intently with- 
out having his attention distracted 
in part by other items near that 
particular article. This effect has 
been carefully avoided in the small 
window, and each article stands out 
by itself to induce closer inspection 
and to encourage purchasing. 
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GEORGE W. SIMMONS 
DIES SUDDENLY 


George W. Simmons, 5], 
president of the Huttig Sash & 
Door Co., St. Louis, Mo., died 
in that city on May 21, during 
the intermission of a polo game 
in which he was playing at the 


St. Louis Country Club. Mr. 
Simmons was a son of Col. 
E. C. Simmons, founder of the 
Simmons Hardware Co. and 


dean of the hardware trade for 
many years. 

Mr. Simmons had been rest- 
ing with his friends and seemed 
to fall asleep, but his heavy 
breathing became more notice- 
able and a physician was called. 
Artificial respiration was at- 
tempted for an hour, but he 
did not respond to treatment. 
The doctor pronounced him as 
dead. Death is believed the re- 
sult of an attack of indiges- 
tion, from which he had been 


suffering for several days, 
rather than heart failure. Mr. 
Simmons had given up polo 


playing at the advice of his 
physician several years ago, 
but had resumed his playing 
when his condition was im- 
proved. ; 

After finishing his college 
education in 1900, Mr. Simmons 
started working in the ware- 
house of the Simmons Hard- 


ware Co., and four years later | 


became general manager. When 
the Simmons organization was 
merged with the Winchester 
Co., New Haven, 
form the Winchester-Simmons 
Co. in June, 1922, he was 
elected vice-president of the 
company. In 1924 Mr. Sim- 
mons resigned from the Win- 
chester-Simmons Co. to be- 
Me- 


come vice-president of 

chanics & Metals National 
3ank of New York City. He 
retired from the Chase Na- 


tional Bank in 1927 to become 
president of the George W. 
Simmons Corporation. 

Mr. Simmons was one of the 
reorganizers of the Business 
Men’s League, later the Cham- 
ber of Commerce, and was 
founder and first president of 
the Traffic Club of St. Louis. 
He was also a director of the 
First National Bank, St. Louis, 
Mo. During the World War 





Conn., to | 








GEORGE W. 


SIMMONS 


he was manager of the south- 
western division of the Amer- 
ican Red Cross for 1917-19. 
In 1918 he was special commis- 
sioner to France and to Siberia 
in 1919. He was a member of 
the Bankers Club, New York 
City. 

He is survived by his widow, 
a son Richard W. Simmons, of 
Chicago, Ill., and three unmar- 
ried daughters, living at home. 


MASTERS IS_ VICE-PRES., 
NATIONAL LOCK WASHER 


G. Larue Masters, sales man- 
ager, The Lock 
Washer Co., 


has been elected vice-president, 


National 


in charge of sales of that com- 
Mr. 


organization in 


came to 
1919 to 


take charge of the sales of the 


pany. Masters 


the 


car window equipment business. 








| 
| 


| 


Newark, N. J., | 


In 1927 Mr. Masters was 
made assistant sales manager, | 
and in 1929 was made sales 


manager as a result of his build- | 
ing up of the business volume | 


of the company. This organi- 
zation is increasing its produc- 
tion in the marine field as well 
as in the car window curtain 
and fixture lines. 


Trade Commission 


Chain 














| 
| 


Increases Staff on 


Inquiry 


Commission Seeks to Determine Whether or Not 
Legislation Should Be Enacted 


(From our Washington Bureau) 


The Federal Trade Commis- 
sion reports to the Senate that 


usable returns have been re- 


ceived from about 10 per cent 


of the chain stores, including | 
most of the larger chains and | 
about 12 per cent of the whole- | 


sale dealers in its chain store 
inquiry, The staff handling 
this work has recently been in- 
creased to about 70 employees, 
which will greatly expedite the 
work. 

This very thorough inquiry, 
it is stated, will give a better 
insight into the chain store 
system of marketing and dis- 
tribution than anything that has 
gone before. 

Among the data expected to 
be shown by the complete re- 
turns are such items as prices, 
costs, profits and margins, qual- 
ity of goods and _ services, 
managerial efficiency, overhead, 


INDEPENDENT LOCK CO. |! 


BUYS TAPER PIN CQ. 


Independent Lock Co., Fitch- | 
| burg, Mass., has recently pur- | 
| chased the equipment and good- 


will of the Taper Pin Co. of 
Worcester, Mass. Included in 
the line of the Taper Pin Co. 


is the Blount door check, liquid | 


door closers and door 
checks. 

Since establishing its plant at 
Fitchburg the Independent Lock 
Co. has tripled its factory space 
and increased its staff to five 
times the original 
the plant. With new machin- 
ery being transported to the 
plant and new lines under way, 
the company expects to make 
even greater progress. 


screen 





FRENCH DIES; WAS HEAD 
FRENCH CRUDE RUBBER 

Harold W. French, president, 
H. W. French Crude Rubber 
Co., of New York City and 


| Akron, Ohio, died May 21. He 


wa 


was a native of Boston, Mass., 


and was born on Aug. 25, 1878. ! 


9 


number at | 


; how far the rapid increase in 
| the chain store system is based 
upon actual savings in costs of 
management and operation, how 
| far upon quantity prices avail- 
able only to chain store dis- 
tributors or any class of them; 
whether or not such quantity 
prices constitute a violation of 
law and what legislation, if any, 
should be enacted with refer- 
ence thereto. 

The inquiry also seeks to find 
out the extent to which chain 
store consolidations have been 
effected in violation of the anti- 
trust laws, if at all; the extent 
to which such _ consolidations 
are susceptible to regulation 
under the Federal Trade Com- 
mission act or anti-trust laws, 
if at all, and what legislation, 
if any, should be enacted for 
the purpose of regulating and 
controlling chain store opera- 
tion. 


AMRAD, MAGNAVOX PLAN 
TO MERGE INTERESTS 


A report from Cincinnati on 
May 21 states that negotiations 


| for completion of a merger of 


the Magnavox Corp. and the 


Amrad Corp., radio condenser 


patent owners, were completed 


by the directors of both com- 


panies. Stockholders will be 


given the opportunity of voting 


on a plan in which Amrad 


stockholders receive 
| shares of the new corporation’s 
stock for one share of the old 
company. Magnavox _ stock 
will be taken in on a bisis of a 
share for a share. 

James E. Hahn, president of 
the Amrad Corp., is reported to 
have said that the merger was 
being made to concentrate on 
the exploitation of radio acces- 
| sories now being produced by 
| both organizations. He is re- 
| ported to have said that other 
| accessory companies in the field 
would be acquired. 


seven 
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COUNTERFEIT WARNING 


The Federal Reserve Bank 
of New York, in circular No. 
979, issued May 21, issues the 
following warning: 

“The Treasury Department 
in its circular letter No. 640 
describes a new counterfeit as 
follows: 


“$20 Gold Certificate (New 


Issue) 
“‘Series of 1928; check 
letter “I”; face and back 


plate numbers indistinct; W. 
O. Woods, Treasurer of the 
United States; A. W. Mel- 
lon, Secretary of the Treas- 
ury; portrait of Jackson. 

“‘This counterfeit is a 
photo-mechanical production, 
printed from poorly etched 
plates on one sheet of paper 
of fair quality, the general 
workmanship being of such 
character that it should not 
deceive the ordinarily careful 
handler of currency. 

“*Specimen at hand bears se- 

rial No. A25780265A.’ 

“The Treasury Department, 
Secret Service Division, re- 
quests that banks and others to 
whom counterfeit Government 
obligations may be presented 
endeavor when practicable to 
obtain information regarding 
their source and history. Any 
information of this kind should 
be forwarded to the Treasury 
Department, Secret Service Di- 
vision, Customs House, New 
York, N. Y.” 

The warning is signed by 
George L. Harrison, Governor. 





STRAW, SALES MANAGER, 
FOR WRIGHT MFG. CO. 


Richard F. Straw has been 
appointed as sales manager of 
the wright Mfg. Co., Bridge- 
port, Conn. He has an exten- 
sive acquaintance among the 
trade and has been connected 
with the Wright organization 
as a sales executive for more 
than twelve years. 





WALL PAPER RULES 
RECEIVE SANCTION 


Eight rules condemning un- 
fair methods of competition, 
adopted by the wall paper in- 
dustry at a trade practice con- 
ference last February, have 
been approved by the Federal 
Trade Commission, it was an- 
nounced by the commission re- 
cently. The conference, held in 
New York City under the aus- 
pices of the commission, was 
presided over by Commissioner 
C. W. Hunt, and was attended 
by approximately 90 per cent 
of the industry. 

The rules approved by the 











FEDERAL RESERVE BANK | commission pertain to the fol- 


lowing practices: False mark- 
ing or branding of products, 
deceptive statements as to grade 
or quality of products, defama- 
tion of a competitior, unlawful 
imitation of trade-marks or 
trade names, selling of goods 
below cost with the intent and 
with the effect of injuring a 
competitor, interference with a 





competitor’s business through 
enticement of employees, ob- 
taining information from a 
competitor concerning his busi- 
ness by false and misleading 
statements or by false imper- 
sonation of one in authority or 
by any method of espionage 
and the secret payment or al- 
lowance of rebates, refunds, 
credits or unearned discounts. 





“Stipulation Agreement” Provides Agency for 
Eliminating Unfair Competition 
(From our Washington Bureau) 


It is not only through trade 
practice rules or complaints 
that the Federal Trade Com- 
mission aids legitimate business 
in eliminating unfair methods 
of competition. Another agency 
it employs in this direction is 
the so-called stipulation agree- 
ment. Through it the Commis- 
sion, either upon complaints 
from competitors or upon its 
own initiative, gets in touch 
with concerns which misbrand 
their goods or in other ways 
misrepresent their goods. The 
Commission, preferring to rem- 
edy the situation without re- 
sorting to complaints and hear- 
ings and possibly court proceed- 
ings, approaches the alleged of- 
fenders and if it is found that 
they are consciously or uncon- 
sciously engaging in unfair 
trade practices, offers to settle 
the case by “stipulation.” This 
means that agreement is reached 
to “cease and desist” from the 
practices against which com- 





petitors have complained or 
which the Commission itself 
discovers. This proceeding 


saves time and” expense and 
moreover avoids publicity which 
may harm an offender who was 
not aware of violating the law. 
There have been a great num- 
ber of such cases as they relate 
to'the use of the word “shellac,” 
Only last week the Commission 
entered into a stipulation’ With 
a manufacturer of -paint and 
varnish agreeing to dease and 
desist from the use of the word 
“Shellac” either independently 
or in connection with other 
words so as to imply that his 
product is composed wholly of 
shellac. Unless it is entirely 
shellac the word must be ac- 
companied by the word “com- 
pound” printed in type equally 
as conspicuous as that in which 
the word “shellac” appears. 
The stipulation agreement has 
found much favor and is a con- 
venient means of protection to 
honest competition. 





JOS. E. PFLUEGER DIES, 
WAS PROMINENT IN 
SPORTS 


Joseph E. Pflueger, nation- 
ally known sportsman and vice- 
president of the Enterprise 
Manufacturing Co., of Akron, 
Ohio, manufacturers of fishing 
tackle, died at this home in that 
city May 19. His death fol- 
lowed an abdominal operation 
performed several weeks ago 
at the Mayo clinic, Rochester, 
Minn. He was 65 years of age. 

Mr. Pflueger was a_ past 
president of the Ohio Izaak 
Walton League and had also 
been affiliated with a number 
of other organizations. He was 
an organizer of the League of 
Ohio Sportsmen. At the time 
of his death he was serving on 
the Conservation Council of 
Ohio named by Governor 
Cooper. As vice-president of 
the Enterprise Manufacturing 
Co. he had devoted much of 
his time to developing new 
types of fishing equipment and 





had been granted many patents 
on fishing tackle. 





SAMUEL HARRIS & CO. 
BUYS OUT FRANK BURKE 


Samuel Harris & Co., 114 
North Clinton Street, Chicago, 
Ill.,.has bought the business of 
the Frank Burke . Hardware 
Co., 18 South Genesee Street, 
Waukegan, Ill. C. J. Dickin- 
son, for seven years with the 
Burke firm, has been made 
manager in Waukegan for the 
Harris company. 

Under the Harris ownership 
the former Burke business will 
develop its industrial hardware 
department even more inten- 
sively. Founded 57 years ago, 
the Harris company specializes 
in the sale of manufacturers’ 
supplies and machinists’ tools. 
Louis A. Clark is president. 
His three sons occupy the fol- 
lowing positions: W. H. Clark, 
vice-president; S. H. Clark, 
secretary - treasurer; G. S. 
Clark, sales manager. 








LONG ISLAND DEALERS 
MEET AT PATCHOGUE 


Thirty dealers from the East 
End of Long Island met at 
Roes Hotel, Patchogue, N. Y., 
May 22, under the auspices of 
the New York State Retail 
Hardware Association. State 
Director Charles L. Starks, Far 
Rockaway, presided. The pro- 
gram, which included an ex- 
planation of State association 
activities, given by Secretary 
John B. Foley and his assistant 
field secretary, George G. Hoy. 
Charles J. Heale, Managing 
Editor, HARDWARE AGE, spoke 
briefly on the importance of 
having facts about your busi- 
ness and suggested more fre- 
quent meetings by the dealers 
present. Acting on this sug- 
gestion, it is likely that a local 
group will be formed at an 
early date. R. J. Atkinson of 
Brooklyn summarized the meet- 
ing and told of his observations 
of eastern Long Island stores, 
giving many practical pointers 
which the audience appreciated. 
H. R. Conner, Pike Mfg. Co., 
and secretary of the Hardware 
Boosters, also spoke briefly. 

There were dealers present 
from as far away as Mineola 
and Southampton, which towns 
are 125 miles apart. 





PEARCE ATTENDS MEET- 
ING OF NORTH JERSEY 
ASSOCIATION 


Twenty - five members _at- 
tended the recent meeting of 
the North Jersey Hardware & 
Supply Association held at the 
Down Town Club, Newark, 
N. J. W. Glenn Pearce, sec- 
retary treasurer, PASHA, at- 
tended the meeting and spoke 
to the members. 

Charles Jacobson, from the 
N. R. H. A. office in Indian- 
apolis, Ind., told members about 
the services offered by the as- 
sociation. 

J. W. BRADEN, McCASKEY 
SALES EXECUTIVE DIES 


J. W. Braden, a member of 
the McCaskey Register Co., 
Alliance, Ohio, sales organiza- 
tion for 22 years, died recently 
in Pittsburgh. Since 1921 he 
had been division sales manager 
of the company’s organization 
for Ohio, Michigan, Indiana, 
and Kentucky. 

Mr. Braden was well known 
to the hardware trade in the 
vicinity of Altoona, Pa., where 
he was sales representative of 
the company from 1908 to 1921. 
His headquarters were in Alli- 
ance since 1927. E. F. Owen, 
northeastern sales representa- 
tive for the past ten years, suc- 
ceeds Mr. Braden. 
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J. S.. PAYNE RESIGNS; | 
HEADED SIMMONS| 
BRANCH IN ST. LOUIS, MO. | 


John S. Payne has resigned | 
as president and general mana- 
ger of the St. Louis branch of | 
the Simmons Hardware Co. 
and vice-president of the As- 
sociated Simmons Hardware | 
Co., which controls hardware | 

















J. S. PAYNE 


jobbing branches in six cities, 
after 38 years of service with 
the company, beginning as an 
employee of the stock room. 

Mr. Payne’s resignation be- 
comes effective June 1, and the 
next day he and Mrs. Payne 
will motor to San Francisco, 
where he will go into business 
for himself as the J. S. Payne 
Corporation, handling factory 
lines selling to the jobbing 
trade. He said that he could 
not at this time list the lines 
he will represent. 

Neither the business nor home 
address of Mr. Payne in San 
Francisco has been definitely 
settled. The accounts will be 
given his personal attention, he 
said, and competent salesmen 
will be added as the business 
grows. Mr. Payne is familiar 
with the trade and conditions on 
the Pacific Coast, as he was in 
charge of the branches of the 
company, with headquarters in 
San Francisco, for more than 
two years. The home address 
of Mr. and Mrs. Payne will be 
the Gatesworth Hotel, St. 
Louis, until their departure for 
the West. 

Phil C. Frayser, a vice-presi- 
dent of the Simmons Hardware 
Co., St. Louis branch, will suc- 
ceed Mr. Payne in all but the 
sales department. A _ general 
sales manager is still to be ap- 
pointed. 

Mr. Payne came to St. Louis 
from Iuka, Miss., in 1892, and 
obtained employment in the 
stock room of the Simmons 
Hardware Co. and remained 
with that firm since, his only 
experience being in the hard- 
ware jobbing line. He was 








graduated from the stock room | 
to the traveling sales force, rep- 
resenting the firm in Louisiana 
and Texas. When Saunders 
Norvell became general mana- 
ger of the company, in 1900, he 
made Mr. Payne manager of 
the St. Louis city sales depart- 
ment, whose sales grew rapidly. 

In 1923, when the Winches- 
ter-Simmons Co. was organ- 
ized, Mr. Payne was made gen- 
eral sales manager for the St. 
Louis branch. In May, 1924, 
he went to the Pacific Coast as 
vice-president and sales mana- 
ger of the company’s opera- 
tions out there, consisting of 
branches at Portland, San 
Francisco and Los Angeles. 
In December, 1924, he was 
made president and general 
manager of these units. In 
December, 1926, he returned to 
St. Louis as vice-president and 
general manager of the branch 
there, and on May 1, 1927, he 
was made president and general 
manager, the position he now 
leaves. 

Mrs. Payne is a member of 
the Citizens’ Supervisory Bond 
Issue Committee, which has 
charge of the expenditure of an 
$81,000,000 bond issue passed 
for public improvements in St. 
Louis, and has been active in 
civic affairs there and in San 
Francisco. 


R. L. FOSTER TO MANAGE 
WICKWIRE SPENCER CO. 
SALES ORGANIZATION 
Richard L. Foster has re- 
signed as assistant general man- 
ager of sales, American Steel 
and Wire Co., to be general 





R. L. FOSTER 


manager of sales, Wickwire 
Spencer Steel & Wire Co., 
New York City, and subsidi- 
aries; American Wire Fabrics 
Corp. and Wickwire Spencer 
Sales Corp., with headquarters 
at 41 East Forty-third Street, 
New York City. He started his 





business career as a_printer’s 





Distribution Becomes 
America’s Major Business 
Problem—Klein 


Distribution has risen 
within the last decade from 
a passive incidental func- 
tion hidden away in com- 
parative obscurity until to- 
day it is gaged as the major 
problem now before Amer- 
ican business. The public is 
beginning to think beyond 
the product and to interest 
itself in the means by which 
merchandise is finally 
brought into consumption 
after it has left the factory 
doors—Dr. Julius Klein, ad- 
dressing Advertising [ed- 
eration at Washington. 











apprentice, but left in 1901 to 
be a mill clerk at the Salem, 
Ohio, branch of J. C. Pearson 
Co., manufacturer of cement 
coated nails operated in con- 
nection with plants of the 
American Steel & Wire Co. 

In 1902 he became traffic 
manager of the Pearson organi- 
zation, at Cleveland, and was 
transferred to Boston as assist- 
ant sales manager the same 
year. He was made vice-presi- 
dent when the company was 
incorporated as a subsidiary of 
American Steel & Wire Co. in 
1913. In 1915 he was made 
president of the subsidiary. 
When the Pearson Co. was 
merged into the American or- 
ganization he was appointed 
manager of the merchant sales 
department in New York. He 
was made assistant general 
manager of sales of the com- 
pany, in charge of eastern ter- 
ritory, in 1922. 





SYLVANIA OPENS CHICAGO | 


FACTORY BRANCH OFFICE 


The Sylvania Products Co., 
Emporium, Pa., opened a fac- 
tory branch office in the Wit- 


liamson Building, 605 West 
Washington Street, Chicago, 


Ill, on May 1. This office will 
be managed by Frank J. Fos- 
ter, Evanston, Ill, and the 
territory including Chicago and 
parts of Illinois, Wisconsin and 
Iowa, will be taken care of 
from this office. 


FIRE DESTROYS PLANT 
OF WHITE MT. FREEZER 


In the recent fire which de- 
stroyed a large area in Nashua, 
N. H., the plant of The White 
Mountain Freezer Co., Inc., 
was completely destroyed, to- 
gether with all the stock on 
hand. Plans are being pushed 
for the immediate reconstruc- 
tion of the plant. 


MARKET FORGE CO. BUYS 


| BROCKTON MOP WRINGER 


| Mass., has 


| Brockton, Mass., 


Market Torge Co., Everett. 
purchased — the 
3rockton Mop Wringer Co.. 
\ which — has 
been manufacturing its line 


| more than 45 years. Frank G. 


Erskine, who was president and 
general manager, who is well 


j; known to the New England 


trade, expects, to become New 
England manager for a nation- 
ally known co-cern, w'th Ireacl 


| quarters in Boston, Mass. 





A. F. BROMBACHER & CO 
CHANGES ITS POLICY 


A. F. Brombacher & Co. 


| Inc., formerly at 29 Fulton St 


New York City, but now at 124 
Maiden Lane, have discontinued 
their general hardware, ship 
and railway supply _ business. 
rhe company was established in 
1760 and is one of the oldest 
hardware houses in the country. 

Phis organization is now di- 
rect tactory representative in 
the New York Metropolitan 
district for Pennsylvania Lawn 
Mower Works, Philadelphia, 
Pa., special golf line of mowers 
and tractors. The company is 
interested in representing other 
manufacturers in the same ter- 
ritory. 


KEANE DIES IN IRELAND 


_James M. Keane, president, 
National Cutlery Co., died in 
Ireland, according to reports 
made on May 21. He was for- 
merly head of the Yale Brew- 
ing Co. 

NATIONAL CARBON MOVES 
KANSAS CITY OFFICES 
National Carbon Co. has 

moved into its new western di- 

vision headquarters building at 

910 Baltimore Avenue, Kansas 

City, Mo., which is known as 

the Union Carbide Building. 

Three other subsidiary com- 

panies will have offices ‘nthe 

new building. 

; There are adequate facilities 

for the sales and service or- 

ganization for the southwestern 
territory. A complete stock 
will be maintained at this new 
center. There is also a com- 
pletely stocked warehouse at 
Houston, Texas. 


A. H. CREWS LEAVES 
LORICK & LOWRANCE 


A. H. Crews, sales manager, 
Lorick & Lowrance, Inc., Co- 
lumbia, S. C., has left that or- 
ganization, after having been 
with the concern for nine years. 
Previous to 1925 he had been 
buyer. As yet he has made no 
definite plans for the future. 
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GREENFIELD TAP & DIE 
APPOINTS E. C. 
SALES PROMOTION HEAD 

Edward C. 
appointed sales promotion man- 
Tap & Die 
Mass. For 


ager of Greenfield 
Corp., Greenfield, 





C. BAILEY 


EDWARD 


several years past he has been 
office manager of the company’s 


branch at 15 Warren Street, 
New York City. 
Nelson Sherburne, Jr., has | 


succeeded Mr. 
New York branch. 





FOLEY AND HOY ADDRESS 
MANHATTAN ASSN. 

More than 40 members and 
guests attended the meeting ci 
the Hardware and Supply Deal- 
ers Association of Manhattan 
and Bronx Boroughs, he!d at 
the Prince George Hotel, on 
May 20. Matthew Kohlmeier 
president of the association, 
turned the meeting over to the 
New York State organization, 
represented by John B. Foley 
and George Gaylord Hoy, 
Frank S. Sticht, president of 
the State group, was scheduled 
to appear but was unable to 
attend. 

Mr. Foley, as secretary of 
the State association, explained 
in detail to those present just 
how the association operated 
for the benefit of its members. 
He told them what their duties 
were to their customers. Mr. 
Hoy told of his work as field 
representative of the organiza- 
tion. He explained the analysis 
methods available to members, 
cooperating by offering figures 
on their own individual stores. 
Mr. Hoy told of the display 
advice and assistance which the 
members may have by applying 
to the association. 


R. J. Atkinson, Brooklyn, 
summarized the meeting, after 
questions had been answered 


by Mr. Hey. H. A. Cornell 


BAILEY 


Bailey has been | 


= to the association about 


| the activities of the Metropoli- 


| 
| tan Hardware Association. 
| 


|LINCOLN ELECTRIC 


MOVES ITS’ BALTIMORE 
| OFFICE 
The Lincoln Electric Co., 


| Cleveland, Ohio, announces the 
| removal of its Baltimore, Md., 
| distributor’s office from 432 N. 
| Calvert St. to 600 N. Calvert 
| St., for the purpose of provid- 
ing additional space for the 
complete stock of arc welding 


| supplies carried. T. A. Canty 
| has 
| the territory and R. Rude is the 
| office manager, with C. N. Hil- 


charge of distribution in 


binger as sales engineer and 


service manager. 





U. S. STAMPING CO. MOVES 
OFFICE TO CHICAGO MART 

The Chicago office of the 
United States Stamping Co., 
Moundsville, W. Va., will be 
moved to the Merchandise 
Mart, space 1436, on the 14th 





Bailey at the | 


floor. This floor is devoted 
entirely to house furnishings. 
The new Mart office is mod- 
ernly equipped with new dis- 
play fixtures, showing their 
complete line of enameled cook- 
ing utensils, hotel and restau- 





| rant equipment and hospital 
‘items. William W. Hessler, 
recently appointed representa- 


tive for that territory, will have 
charge of the new office. E. M. 
Robinson, sales manager, an- 
nounces that new sales features 
will be introduced at the open- 
ing of the new office. 





GEORGE W. HANNAN DIES 


George W. Hannan, president 
and general manager, Wash- 
ington Tin Plate Co., Washing- 
ton, Pa., died on May 18 at the 
age of 58. 

Mr. Hannan began his career 
in the tin plate industry in the 
old Jefferson Iron Works, Steu- 
benville, Ohio. He later served 
as superintendent of the Pope 
Tin Plate Co., which company 
was merged with the Weirton 
Steel Co. For a short time he 
served with the merged organi- 





zation and then joined the 
Washington concern. 
WUERTZ DROWNS; WAS 


SEARCHING FOR FRIEND 


John L. Wuertz, chief engi- 
neer, The Ken-Rad Corpora- 
tion, Owensboro, Ky., was 
drowned May 15, in the Ohio 
River, south of Owensboro, 
while searching the river for 
the body of John Morton, a 
Ken-Rad production engineer, 











who had been drowned earlier 
in the day. The motor boat, 
which he owned and was oper- 
ating, went over a dam. The 





REED, GENERAL MANAGER 
FOR CHAS. A. SEITEL 


C. H. Reed has resigned as 


. ° T 9 - 
bodies were not recovered until | Sales manager of the Newark, 


five days later. 


office of Igoe Bros., 


a; 


Mr. Wuertz had been with | Brooklyn, N. Y., to become gen- 


the concern for three years, and 
had previously been with the 
Westinghouse Electric & Mfg. 
Co. He had played an impor- 
tant part in the development 
of the 227 AC tube. 





TILLITT KEN-RAD CORP. 
OHIO REPRESENTATIVE 


The Ken-Rad Corp., Owens- 
boro, Ky., has announced the 
appointment of Wilbur C. Til- 
litt, as representative in the 
western Pennsylvania, Ohio and 
West Virginia territory. Mr. 
Tillitt’s experience is such that 
he will be an asset to the in- 
dustry in that territory. 





KING HARDWARE STAFF 
HOLD CONTEST BASED ON 
LLEW SOULE’S TALK 


The King Hardware Com- 
pany, Atlanta, Ga., held a spe- 
cial meeting of its employees 
and branch store managers on 
Thursday, May 15. Llew S. 
Soule, editor, HARDWARE AGE, 
acted as speaker for the meet- 
ing, his subject being ‘The 
Human Element in Business.” 
After being introduced to the 
audience, it was announced that 











Cc. H. REED 


eral manager of Charles .\. 
Seitel, Inc., 270 Jeliff 
Jersey City, N. J., wholesale 
hardware distributors. 

Mr. Reed has been associated 
with Igoe Bros. for nearly ten 
years, traveling the northern 
New Jersey territory for that 
For two years previous 
been traffic manager 


Ave., 


firm. 
he had 


and latter salesman for Brook- 


the King Hardware Company | lyn Galvanizing & Mfg., Inc., 
would give a series of cash | New York City. Prior to that 


awards to the employees 


and | I : ; 
ok 1e was with the Pennsylvania 
managers writing the best ar- | % 


ticle on the subject “What I | Railroad for ten years. He is 


got out of Mr. Soule’s talk.” 
All employees and managers 
were given the privilege of 
submitting letters, which are to 
be judged by a committee ap- 
pointed by the King company. 
Mr. Soule declared that profit 
in the hardware business de- 
pends largely upon securing 
and holding regular customers. 
It is logical, therefore, he said, 
to find out what influences cus- 
tomers to come back to a store 


regularly for merchandise, 
after making an initial pur- 
chase. Other things ‘being 


equal, he said, people prefer to 
buy merchandise from 
people whom they like. 

Therefore the human element 
in the store is the greatest fac- 
tor in the problem of acquiring 
and holding regular customers. 
He illustrated his talk with out- 
lines of his experiences in vis- 
iting various hardware stores 
and other places of business. 

The King Hardware Com- 
pany operates twelve branch 
stores, and approximately sixty 
employees and managers at- 
tended the meeting. 








other | fot 
| Wales 





well and favorably known to 
| the hardware trade in New 
Jersey. 


C. L. REIRERSON SAILS 
FOR EUROPEAN TRIP 
Charles L. Reierson, general 

sales agent, The Gilbert & Ben- 

nett Mfg. Co., 342 Madison 


| Ave., New York City, sails on 


the S.S. Carinthia on May 30 
for his first vacation trip since 
re-entering the business world 
three years ago. Mr. Reierson 
and his wife will make an auto 
tour of England, Scotland and 
for about two weeks. 
After a few days in London they 
will visit Paris and Oberam- 
mergau, where they will see the 
famous Passion Play. 

They will then go to Switzer- 
land, where Mrs. Reierson will 
say until about the middle of 
September, visiting a health 
Spa. Mr. Reierson plans to 
return on the S.S. Majestic in 
the middle of July. He will re- 
side at the Siwanoy Country 
Club until his wife’s return. 
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DEVENS TO HEAD SALES, 
OLIVER IRON & STEEL 


H. F. Devens, who for six 
years hasbeen vice-president 
in charge of operations for the 
Morris & Bailey Division, Oli- 
ver Iron & Steel Corporation. 
Pittsburgh, has been appointed 
vice-president in charge of 
sales for the Oliver corpora- 
tion. For several years before 
going with the Oliver company 
he was identified with the Su- 
perior Steel Corporation, Pitts- 
burgh. 

John N. Critchlow, who has 
been general sales manager for 
the Oliver corporation, has re- 





signed. H. T. Thomas has 
been named assistant sales 
manager. For ten years he 
has served as assistant gen- 
eral manager of the Oliver 
company. W. B. McKinney, 
who has been identified with 


the Philadelphia office of the 
Westinghouse Electric & Mfg. 
Co., has been appointed Phila- 
delphia manager for the Oliver 


company, succeeding N. G. 
Craig, who has resigned to 
enter the investment banking 


business in Philadelphia. James 
R. Gill, who was formerly gen- 
eral sales manager for the Fos- 
ter Nut & Bolt Co., Cleveland | 


special representative for the 
Oliver corporation, with head- 
quarters in Pittsburgh. 





PHILADELPHIA ASS’N 
MARKS ANNIVERSARY 


The Philadelphia Retail As- | 
| sociation, 


organized in 1920, 
celebrated its Tenth Anniver- 
sary Banquet at Adam's, Phila- 
delphia, Pa. 
Mount Joy, Pa., newly elected 
president, PASHA, addressed 
the fifty members present on 
the value of trade organizations. 
He called their attention to the 
value of closely following trade 
publications with their knowl- 
edge gathered by experienced 
men throughout the country. 
Mr. Newcomer stated that the 
tide had apparently turned to- 
ward better business. 

Matthew MeVickar, jr: 
United States Postal Inspector, 
spoke about his work of the 
past eighteen years in handling 
mail problems, and commented 
upon the vast amount of mail 
handled daily. Charles Borrel- 
li, musical composer, rendered 
several pleasing numbers, in ad- 


dition to his work as master 
of ceremonies. Horace G. 
Goodwin, recently __ reelected 


H. S. Newcomer, | 


toastmaster, and Nathan C.-En- 
gle and James M. 
| charge of details of the occa- 
| sion. 





This organization enters its 
eleventh year with a member- 


| ship of 190 leading retail hard- | 20. 


ware dealers. 


IN SAN JOSE, CAL. 
Grieff 
Sanitarium, 


Gustave F. died at 
Garden City 
Jose, Cal., May 13, after an ill- 
ness of two weeks. In 1910 he 
went to San Francisco, where 
he successfully introduced the 
Durham Duplex Safety Razor 
to the Pacific Coast trade. 

Prior to his work on the 
Coast he had been interested in 
the arms business in New York 
City, where he had been con- 
nected with Schoverling, Daly 
& Gales and Von Lengerke & 
Detmold. He was one of the 
outstanding trap shooters in the 
East twenty years ago, and was 
for many years captain of the 
New York Athletic Club trap 
team. 

Mr. Grieff had only recently 
retired to live on his ranch near 
San Jose. He is survived by 
his widow and a daughter. 


San 





| 





| nook. 


EDGAR REED DIES; HEAD 


Rose had | OF REED PRINCE MFG. CO. 


Edgar Reed, president, Reed 
& Prince Mfg. Co., Worcester, 
Mass., died in that city on May 
He was born in 1852 in 
Kingston, Mass. 


Mr. Reed started his business 


GUSTAVE E. GRIEFF DIES | career working in the mill of 


his grandfather, Edwin Reed, 
where tacks, nails and matches 
were manufactured. Later he 
joined Cobb & Drew, Rocky- 
After a business depres- 
Mr. Reed and Thomas 
started in business for 
themselves, making tacks in 
Kingston. The business was 
bought by other interests, but 
the tack-making equipment was 
retained and moved to Connec- 
ticut, where operations were re- 
sumed for some years. Then 
the firm moved to Worcester 
and has remained there ever 
since. 


sion, 
Prince 


MORGANFORD HARDWARE 
IN BUSINESS 21 YEARS 
Morganford Hardware Co., 

5010 Gravois Avenue, St. 

Louis, Mo., celebrated its 21st 

anniversary on May 17. FE. E. 

Schoening founded the business. 








and Chicago, has been appointed | 


president of the association, was 


Trade Classifications Definitely Established in 
Wm. Schollhorn Co. Sales Policy 


Preface to New Catalog Publicly States Company’s Selling Program 


In presenting its Catalog No. 30 on 
Bernard tools, the Wm. Schollhorn Co., 
New Haven, Conn., sets forth its sales 
policy, very definitely establishing trade 
classifications, selling terms, treatment of 
consumer inquiries and guarantees. It is 
the desire of the company to adhere to 
its fifty-year policy of distribution, viz.: 
Factory to wholesaler to retailer to con- 
sumer, wherever trade cooperation war- 
rants. A few important highlights from 
the publicly announced Bernard Sales 
Policy, which should be particularly in- 


teresting to students of distribution, 
follow: 
“We make the following statement 


publicly, to eliminate misunderstandings, 
to permit retailers and jobbers to locate 
the position they desire to take or are 
able to fill in the Bernard scheme of dis- 
tribution, to insure to all legitimate deal- 
ers who cooperate in the sale of our line 
a fair and just profit and to the ultimate 
consumer, good values at established rea- 
sonable prices. 

“We classify and solicit the coopera- 
tion of the legitimate trade and quote 
established discounts on regular cataloged 
goods according to the following classi- 
fication only: 

“Bernard Jobbing Distributor—The 
wholesale dealer who stocks and catalogs 


a representative line of Bernard prod- 
ucts, applicable to his line of business 
and section covered, thereby cooperating 
in the distribution of Bernard products 
to the retail trade. 

“Jobber—The wholesale dealer who 
does not stock and catalog a representa- 
tive line of Bernard products, applicable 
to his line of business and section cov- 
ered. 

“Bernard Office or Mill Supply Dis- 
tributor—The supply dealer who stocks 
and catalogs a representative line of 
3ernard products, applicable to his line 
of business and section covered, thereby 
cooperating in the distribution of Bernard 
products to the mills, factories, shops and 
offices. 

“Office or Mill Supply—The supply 
dealer who does not stock and catalog a 
representative line of Bernard products 
applicable to his line of business. 

“Retail Dealer—The dealer who sells 
and displays for sale Bernard products 
for the purpose of supplying the con- 
sumer. 

“In order to permit the consumer to 
become familiar with the full line of 
3ernard products anyone who is inter- 
ested is welcome to a copy of this cata- 
log, wherein we publish the consumers’ 
established prices per unit and we quote 


the following established consumer dis- 
counts for quantity purchase either from 
Bernard dealers or direct from factory 
stock : 

Less than one dozen tools... Net 
One dozen and less than six 


List— 


Gimenie n. ohh och beta aeases Less 10% 
Six dozen and less than one 

GOSS 5 ce cednd. Rapist Less 15% 
One gross and less than three 

MEORS? «5.5. ci ect tn eae were Less 20% 
Three gross and less than five 

PEON eS ce ada ese eaenel Less 25% 
Five gross lots or more.....Less 334% 

“Our sales force will be continually 
active among consumers, retail and 


wholesale dealers for the purpose of 
promoting the use and sale of Bernard 


products, assisting loyal dealers, compet- 


ing with and exposing imitators and 
fighting competition by ethical means 
wherever found. 

“Where the consumer’s or retailer’s 


source of supply is found inadequate to 
serve the trade with Bernard products, 
we will accept orders for direct fectory 
shipment, billing goods at prices estab- 
lished for the respective class of trade 
so sold, until such time as Bernard dis- 
tributors are established and become 
sufficiently active in that section to elimi- 
nate this sales expense. 

“We do not feel obligated to supply 
3ernard products to the illegitimate trade 
and we will use every legal means to 
protect the legitimate trade in the profit- 
able distribution of Bernard trade-marked 
goods.” 












Illustrations by 
J. A. Warren 


EPARTMENT of Justice! Federal Trade 
Commission! Something new? Not a bit 


of it. 
x * * 


Get out your good old Bible and turn 
to the twentieth chapter of Exodus. There you will find 
trade practice rules, both Group 1 a Group 2, the only 
difference being that Moses was chairman of the Fed- 
eral Trade Commission and he was also Attorney Gen- 
eral in the Department of Justice. 


* * * 


Probably you have forgotten how minutely Moses laid 
down the law for the government of the children of 
Israel. Every contact in life was covered. There was a 
rule and there was a penalty. Io the modern mind some 
of these penalties seem pretty stiff. “An eye for an eye. 
A tooth for a tooth.” 

* * * 

In this twentieth chapter of Exodus you can find the 
Ten Commandments. All the fundamentals of the law 
laid down in ten rules. I found it intensely interesting 
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There's Nothing New 


Under the Sun 


Moses laid down the trade 
practice rules of both 
Groups—I and 2 


by SAUNDERS 
NORVELL 






to again read the Ten Commandments. I thought I knew 
them by heart, but I found I didn’t. 


ie ae 


As in everything else, the Ten Commandments must 
be studied in relation to the necessities that led Moses to 
promulgate them. To illustrate, there is that command- 
ment against making any graven images. Today such a 
commandment is hardly necessary, but in the days of 
Moses the Hebrews were surrounded by nations that 
worshipped idols. This commandment is leveled against 
idolatry. Most of the other commandments, however, fit 
pretty closely to conditions today. The Hebrews were 
monotheistic. They believed only in one God. Some of 
their neighbors believed in many gods. Therefore, the 
first commandment is in regard to the worship of one 
God only. 

Some of the Ten Commandments carry a penalty with 
the rule. Others simply announce the rule. 


* * * 


I am wondering, if Moses should happen to drop in to 
the Federal Trade Commission building in Washington 
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with the Ten Commandments under his arm, and if he 
laid these commandments before the Federal Trade Com- 
mission, whether they would pass. I am inclined to think 
not. Several of the Ten Commandments tend directly to 
a monopoly. One or two tend to the restraint of trade, 
and I am sure one rule at least would not pass because 
it tends directly to the limiting of competition. 
2 -g 

One commandment, however, I am sure would pass 
with flying colors. In fact, in Group 1 of the Commis- 
sion rules we find almost an identical rule: “Thou shalt 
not bear false witness against thy neighbor.” Check and 
double check! 

a. 

It is an interesting question—with all due respect—as 
to whether the Ten Commandments, as submitted in 
I-xodus xx would pass the Federal Trade Commission 
and the Department of Justice. 

_ «+ 

Tempus fugit. Time flies. As I have written before, 
in my judgment there is no such thing as time. Time is 
static. Time stands still. The expression should be— 
Homo fugit. Man flies. 

ok * * 

Summer follows spring, fall follows summer, winter 
follows fall. The trees blossom. The leaves come forth. 
There is the time of full fruit. Then the falling leaves, 
empty branches—and winter comes. 

The tides rise and the tides fall. New worlds are dis- 
covered. Nature grudgingly gives up her secrets, but 
throughout the whole scheme every living thing passes. 
Nature is our great teacher. Almost all of our problems 
can be taken to Nature, and if we will just listen she 
will solve them for us. There is no greater suggestion 
of the resurrection and of the soul’s immortality than 
the annual resurrection we see in Nature. 

Therefore, the greatest, in fact the only wisdom, is to 
be a humble pupil learning your daily lesson at the feet 
of Nature. 

* & 4 

It takes both wisdom and courage to face the inevitable 
facts of life. Wisdom to study these facts, and courage 
to adjust ourselves as best we may to the facts as we 
see them. 

* * * 

As one grows older, naturally memory gives an ever-in- 
creasing distance to the horizon. All of our experiences 
have their meanings. Some men have experiences but they 
gather no lessons from their experiences. Other men 
study their experiences and from them learn wisdom. 
Youth has many advantages over age, but one of the 
advantages that age has over youth is a broader horizon 
of experience. If the unvarying laws, spiritual, mental 
and physical, are applied to these experiences, age gath- 
ers many profound lessons. 

**£ 


What is a practical application of these thoughts? 
Here is a great business. It was a one-man business 


Suddenly, full of age and honors, like a great tree the 
head of this business falls with a crash, and there is no 
one trained to take his place. As in the wonderful poem 
on Lincoln, 
The falling tree leaves a vacancy against the sky. 
A great shout goes up, and then silence. 

This great executive didn’t study Nature. Nature’s 
warnings taught him no lesson. He lived on from day 
to day in sweet oblivion of the fact that man passes. 

* kK * 


Then there are heads of departments. Hard workers. 
Conscientious. Honest. Straightforward. All good men, 
but they will not take an assistant. It is easier, so they 
say, to do the thing themselves than to teach others to do 
it. They haven’t learned wisdom from Nature and ex- 
perience. They wish to put their departments in their 
vestpockets. They think they are more valuable if they 
are indispensable to the business. They don’t realize the 
great truth that what we keep we lose and what we give 
away we save. 

+s 


Every important head of a department should have 
an understudy helping him, learning from him, and ready 
to continue his work. Here let me tell you something. 
Your great value to your company is not in the work you 
do, but in your ability to do that work. The work you 
do belongs to your company, but the ability to do that 
work belongs to you. Once a sales manager left a great 
house to go with another and smaller concern. “Will 
you take all of your records with you?” said the head 
of the great house. “No,” said the sales manager, “J 
don’t need those 
records because I 













take with me the 
ability to repro- 
duce all of them.” 


There is an- 
other lesson that 
experience 
teaches. There is 
no better way to 
learn than to 
teach. You 
think you 
know a 


may 


proposi- 
tion, but 
when you 


sit down to 
teach that 
proposition 
to others 
then you 
discover 


(Continued 
on page 88) 














J. D. COTTRELL 
Retiring President 


Southeastern 


NOTHER big successful conven- 
Aion of the Southeastern Retail 

Hardware & Implement Associ- 
ation is over, leaving in its wake a 
record of helpfulness to the retailers 
of the Southeast. 

The attendance was good, the ex- 
hibits fully up to past records, and 
the program was of especial interest 
and value. President Cottrell and 
other officers presided _ efficiently, 
while Secretary Walter Harlan again 
demonstrated his outstanding ability 
to plan and operate a convention and 
exhibit. In this connection, Landrum 
Finch, who was elected assistant sec- 
retary, likewise deserves commenda- 
tion. 

The entertainment features of the 
convention were of high order, with 
the Atlanta Retail Hardware Club, 
acting as hosts. Also there were spe- 
cial gifts as awards for attendance, 
visiting exhibit booths and buying, as 
well as souvenirs for the wives of at- 
tending members. 

Among the convention guests were 
George M. Gray, Coshocton, Ohio, 
past president, National Retail Hard- 
ware Association; Perry G. Wall, 
Tampa, Fla.; Thos. B. Howell, Rich- 
mond, Va., representing the National 
Retail Hardware Association; Rivers 
Peterson, editor, Hardware Retailer ; 
Hamp William, Hot Springs, Ark., 
past president, National Retail Hard- 
ware Association, and Llew S. Soule, 
editor, Harpware AGE. 

Mr. Mercer Lee, Atlanta manager, 


B. L. NOOJIN 
New President 
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International Harvester Co., was in 
charge of the registration booth, and 
for his efficient service over a period 
of years was elected as honorary 
member of the Southeastern. T. W. 
McAllister, Atlanta, Ga., handled the 
question box. 

On the evening preceding the con- 
vention the officers of the associa- 
tions were guests at a dinner given 
by George M. Gray, an honorary 
member of the Southeastern. Word 
leaked out that it was Mr. Gray’s 
birthday, and the guests presented 
him with a beautiful walking stick 
as a mark of their affection and 
esteem, 

President J. D. Cottrell presided at 
the opening meeting, Tuesday after- 
noon, May 13. He introduced as the 
first speaker, Perry G. Wall, Knight 
& Wall, Tampa, Fla., who spoke on 
“My Opportunity.” Mr. Wall has 
been in business in Tampa for 46 
years. His experience dates back to 
the time when Tampa had no rail- 
road, no bank and not even a brick 
building. He therefore was amply 
able to discuss the changes which 
have taken place in the hardware 
business over a long period of time. 
“There is too much of the negative 
in the hardware trade,” according to 
Mr. Wall; “we are inclined to wait 
for people to ask us to buy goods. We 
need more initiative. Hardware 
men,” he said, “haven’t been up on 
their toes, learning what they should 
know about their business. They 


WALTER HARLAN 
Secretary 


Holds Successful 


Convention at Atlanta 








LANDRUM FINCH 
Assistant Secretary 


haven’t been merchandising half as 
well as they know how.” 

“Hardware men,” he said, “lay too 
much stress on price, and not enough 
on lines and service. They spend too 
much time haggling with salesmen 
over price, and not enough in finding 
out what their communities need.” 
He strongly advocated the use of 
proper records. “Know how much 
you are buying before you buy,” he 
said. “Know how much you are 
spending; learn to control your 
stocks ; have your goods first well sold 
to yourself; then sell them to your 
salesmen. Take your men into your 
confidence,” he added. “The clerk 
should help in merchandising from 
the buying to the selling.” 

The average hardware man, said 
Mr. Wall, is overstocked; when he 
gets a warehouse, he starts trouble 
for himself. His weakness is too 
much stock, and figures that don’t 
tell the truth. Meanwhile he cannot 
stand still when changes are apparent 
in all lines of endeavor. The oppor- 
tunity in the hardware business was 
never better for those who sense the 
changes and meet them intelligently. 

The second speaker was Hugh C. 
Ross, Jackson, Tenn., on “What is 
My Competition, and How to Meet 
It.” He said in effect: 

My competition is anything that 
tends to decrease sales or prevent 
further growth in business. Direct 
competition lies in other hardware 
stores; mill supply houses; mail order 
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houses and chain stores; drug stores, 
house-to-house canvassers; modern 
methods. Indirect competition in- 
cludes competition of commodities; 
competition of towns; competition of 
methods, policies and practices. 

In advising how to meet competi- 
tion, Mr. Ross said: Study your com- 
petition; list your competitors; visit 
their stores; observe their displays; 
study their methods; note the incom- 
plete lines. Study mail order cata- 
logs; sell more goods to regular cus- 
tomers by concentrating on -+their 
needs; meet competitive prices on na- 
tionally advertised goods; buy back- 
ward in order to please customers 
and secure a profit. Keep up to date; 
specialize; (his firm sells four or five 
carloads of warm air furnaces per 
year.) 

He advised dealers to concentrate 
their buying with few firms and co- 
operate with the wholesalers; to hold 
frequent store meetings and store 
demonstrations of goods; to supply 
unusual services at a profit; to get 
special items for customers; to have 
a definite advertising program cov- 
ering newspaper, direct mail, bill- 
board and hand bill advertising, and 
to budget expenses; to do extraor- 
dinary things to attract attention; to 
create and maintain a store atmos- 
phere, and to be especially courteous 
to old people and children; to plan 
yearly sales campaigns, -by months; 
to build a reputation for knowing 
your goods; to know costs, operating 
margins and profit, and to believe in 
your business and yourself. He closed 
with the assertion that a business 
which does not make profit is no ser- 
vice to a community. 

B. L. Noojin presided at the 
Wednesday forenoon session, and the 
principal speaker was Thos. B. 
Howell, Richmond, Va., representing 
the National Association. His sub- 
ject was: “My Job.” 

Mr. Howell said in brief: “This is 
what I conceive my job to be. To 
sell merchandise to my community; 
to know what is wanted; to carefully 
select the goods to meet the demand; 
to study trends and adjust my mer- 
chandise to them; to make a profit 
for myself. 

“T owe a responsibility to my cus- 
tomers, my business, my employees 
and my community. I owe my cus- 
tomers dependable service; to my 
business I owe strict attention; I owe 
my employees a definite understand- 
ing of their jobs and a willingness to 
guide and encourage them in their 
work; to my community I owe a pro- 
gressive attitude in all community 
matters. 

“Here are some questions every 


merchant should ask himself: Are my 
business policies sound, progressive 
and aggressive? How well do I 
measure up to my opportunities? To 
what extent have I studied the sales 
opportunities of my business area? 
Have I a plan for capitalizing my 
opportunities? Am I seeking  busi- 
ness or waiting for it to drift in? 
Have I studied what people are buy- 
ing or are likely to buy? How well 
do I know my merchandise; its adapt- 
ability to the community; its uses, 
quality, comparative value, and the 
prices the community will pay? 

“Ts my store clean, well lighted, and 
the merchandise effectively displayed ? 
How does my store compare with 
competing stores ?” 

He stressed the need of good in- 
terior arrangement, the proper plac- 
ing of goods, variety, completeness of 
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lines, accessibility of goods, service, 
prices and values; the value of being 
mentally alert to the job and its re- 
quirements and the training and dele- 
gating of responsibilities to employ- 
ees; the proper control of stock, ex- 
penses, margins, purchases and sales. 

In regard to chain competition he 
stressed the fact that 85 per cent of 
business is done by the independents. 
Turnover, he said, was the chain 
store's greatest advantage. He ad- 
vised dealers to approach their prob- 
lem with common sense; to control 
their inventories, buying and ex- 
pense intelligently. Price, he said, 
does not mean very much in business 
today as compared to other factors. 
Reliability tops price. Dealers must 
buy their goods commensurate with 
their competition, but the dealer who 
subordinates quality to price is 
doomed. He predicted a bright fu- 
ture for the independents who do a 
good job. 

Hamp Williams of Hot Springs, 
Ark., followed on the program. He 
agreed with much that Mr. Howell 
said, but disagreed as to the impor- 
not price on cheap 





tance of price 
merchandise, but price on good mer- 
chandise. He advised dealers to stay 
away from chains, and tell their 
friends to do so. “Don’t pattern 
after the chains,” he said, “because 
they are not fair or square. 

“The grocers went to sleep with 
the idea of beating the chains by 
good merchandising alone. Some of 
them woke up, broke. We must fight 
the chains with price, as well as good 
methods and quality merchandise.” 

O. A. Crisman, Chattanooga, Tenn., 
talked briefly on loss leaders and 
specials. He told of his own ex- 
periences with them, and said: Loss 
leaders should be things which every 
home needs; that are novel; that 
show real value; that are new, sea- 
sonable and appeal to women. 

Loss leaders, he said, are not neces- 
sarily sold at or below cost. The 
extra advertising, displays and sales 
effort, however, do show a loss on 
such items. We should treat loss 
leaders on the same basis as advertis- 
ing, not for direct profits, but for a 
general increase in business and the 
pulling in of new customers. He ex- 
pressed the view that the use of 
specials is good business. 

Chas. W. Truitt presided at the 
Wednesday afternoon session, at 
which the association adopted, as a 
special service to members, a plan oi 
group life insurance. 

The first speaker was B. A. Cris- 
man of Chattanooga, Tenn., on “How 
Does my Store Compare with my 

(Continued on page 94) 
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Average of Farm Prices 
ls Lower Than Last Month 


The general level of farm prices ad- 
vanced slightly between March 15 and 
April 15 as a result of higher prices for 
most of the items included in the index 
except live stock and wool, according to 
the Deartment of Agriculture. Since 
then both crop and live stock prices have 
again declined, except cotton, and the 
general average of farm prices during 
the first half of May was lower than on 
April 15. 

On April 15 the index of farm prices 
at 127 was 1 point higher than on March 
15 and 11 points lower than on April 15, 
1929. The advances between March 15 
and April 15 of 3 points in the index 
for grains, 1 point in the index for dairy 
and poultry products and 7 points in the 
index for cotton were partly offset by 
a 5-point decline in the index of meat 
animals. The present low leve! of farm 
prices may be compared with the low 
levels reached in preceding declines, 
namely 110 in June 1921, 129 in May of 
1924, and 125 in April of 1927. 


Commodity Prices Declined 
for Week Ended May 17 


Commodity prices declined five-tenths 
of 1 per cent during the week ended May 
17, according to the wholesale index of 
the National Fertilizer Association. The 
total decline during the past two weeks 
has amounted to nine-tenths of 1 per 
cent, and the index is now 1.1 per cent 
below the low point of March 15. 

Nine groups declined and only one 
showed a slight advance. Of the total 
items 37 declined and 16 advanced. The 
large declines occurred in fats, grains, 
feeds and live stock fertilizer materials, 
textiles, miscellaneous commodities, cer- 
tain foods and fuel. Based on 1926-1928 
as 100 and on 476 quotations, the index 
stood at 90.1 for the week ended May 
17 and 90.6 for May 10. 


GENERAL M 
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May Sales Are Expected 
To Exceed a Year Ago 


New York, May 28—While the 
hardware demand in most sections 
of the country has lessened appre- 
ciably from the level maintained 
during the first half of May, the 
sales totals for the month are ex- 
pected to exceed those of a year 
ago. Recent weather conditions 
have been less conducive to stim- 
ulating a demand for seasonable 
goods. This is held responsible for 
the somewhat lighter demand. 
Future activity in the coming 
months will largely be dependent 
upon the prevailing weather condi- 
tions, although the general trend of 
business will also have its effect. 
Several recent indications point 
toward a ‘light betterment in the 
latter respect. 

Further developments in the 
weather will be awaited with inter- 
est, as the opinion is general that 
favorable weather will tesult in an 
active summer season, as good or 
even better than last year. Whole- 
salers have replenished their stocks 
on several lines which were de- 
pleted by the unprecedented de- 
mand during the recent hot spell 
and few shortages are said to exist 
at present. 

Although most prices are fairly 
steady a lower tendency is apparent 
in some staple lines. Wire and 
steel products and manufactured 
articles of high copper content are 
among the few lines showing a 
downward trend. In comparison 
with last year prices on a wide range 
of hardware items are considerably 
lower and in many instances, very 
attractive to the ultimate consumer. 

The credit situation has begun to 
reflect the slight improvement in 
general business conditions and col- 
lections now have a fairly satisfac- 
tory status. 


Freight Loadings Decreased 
for Week Ended May 10 


Loading of revenue freight for the 
week ended on May 10 totaled 933,931 
cars, according to the car service division 
of the American Railway Association. 

This was a decrease of 9868 cars under 
the preceding week and a reduction of 
116,029 cars below the same week in 
1929. It also was a reduction of 68,48@ 
cars under the same week in 1928. 


Business Failures Little 
Changed from Preceding. 
Week’s Figures 


Commercial failures during the past 
week varied very little during the figures 
for the preceding week, according to the 
business reviews. Bradstreet’s reports 
464 defaults, against 461 in the preced- 
ing week, while R. G. Dun & Co. show 
a total of 517 insolvencies, against the 
525 reported last week. Both reviews 
indicate a larger number of failures than 
occurred in the corresponding week of 
last year, Bradstreet’s reporting 403 at 
that time and Dun shewing 475 a year 
ago. 


Bank Clearings Declined 
During the Past Week 


Bank clearings the past week were again 
considerably reduced, compared with the 
heavy amounts shown at the correspond- 
ing time in both immediately preceding 
years. 

The total for the leading cities in the 
United States, as reported in Dun’s Re- 
view, of $10,136,700,000, shows a decline 
of 17 per cent from 1929. In New York 
clearings of $6,832,000,000 are 19.2 per 
cent lower, while the aggregate for the 
principal centers outside of New York 
of $3,304,700,000 is 12.1 per cent below 
last year’s. 
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New York PAINT MATERIALS MARKET 


LINSEED OIL 


The local market for linseed oil is not particularly active 
at this time. Paint manufacturers and dealers are taking 
a fair volume, although the aggregate volume of business 
is smaller than at this time a year ago. Wholesalers as- 
sert that the demand has been disappointing to retailers 
in view of the reported increase in painting at this time. 
Some shading on the established quotations has been re- 
ported as it would seem that there is an abundance of flax 
and that the crushers are more or less at the mercy of the 
buyers. 

PURE LINSEED OIL 


Per Pound 
ee 14.6c. 
Oi 2Ote OCD WO: GP THORS s. 66 6. 5s5 acd ois keees cccse ce 14.2¢ 
CCRMIURUN DOO OU TR WRISS ioc ican iiccscsiacens 22.0c 


SEALED CANS 
Differentials Over 
Barrel Price per Lb. 





son 
Uncased Cased 

1 gallon cans (6 cans to case)........ 2.2 3.0 

5 gallon cans (1 can to case)......... 0.7 1.4 

5 gallon cans (2 cans to case)........ 0.7 1.3 


Boiled oil 4/10c. extra per pound. 
Double boiled oil 5/10c. extra per pound. 
Oil in half bbls. 1/10c. per pound additional. 


WHITE LEAD 


In comparison with last year, business in white lead is 
off. Some improvement has been noted in the demand, how- 
ever, during the past few weeks, and the volume for the 
year is expected to approximate last year’s total, but will 
not be as large as in 1928, according to all indications. 
Prices have remained unchanged since the reduction of %4c. 
per pound, which became effective late in April. 


WHITE LEAD AND OXIDES. 

White lead in oil, heavy or soft paste, 100 Ib. kegs, 13%c.: 50 
and 25 lb. kegs, 14c.; 12% lb. kegs, 14%4c.; 5 lb. cans, 16%c.; 
1 lb. cans, 18%c.; 5 lb. cans packed 50 or 100 Ibs. to case; 1 Ib. 
cans packed 25, 50 or 100 lbs. to case. 

_ The following discounts are granted on quantity orders for de- 
livery at one time: 500 - lots, 10 per cent; 2000 Ib. lots, 10 
per cent and 6 per cent; 10,000 Ib. lots, 10 per cent, 10 per cent 
a 3 per cent; carload lots, 10 per cent, 10 per cent and 4 per 
cent. 


DRY WHITE LEAD. 
Dry white lead, 100 lb. kegs, 13%c.; 
12% lb. kegs, 14%4c. 


RED LEAD IN OIL 
Red lead in oil, 100 lb. kegs, 1514c.; 
12% Ib. kegs, 15\c. 


DRY RED LEAD AND LITHARGE. 
Dry red lead and litharge, 100 lb. kegs, 13%c.; 25 and 50 Ib. 
kegs, 14c.; 12% lb. kegs, 14%4c. 


DRY WHITE LEAD AND OXIDES. 

Dry white lead, bbls. 500 to 600 lbs., 7%c. per lb.; basic lead 
sulphate, white, bbls., 0 lb., 74%c. per lb.; basic lead sulphate, 
blue, bbls. 400 lbs., 74%4c. per lb.; litharge, bbls. 500 to 600 Ilbs., 
8c. per lb.; red lead, bbls. 500 to 600 Ibs., 9c. per Ib.; orange 
mineral, casks, approximately 1100 lbs., 12%c. per lb.; orange 
mineral, barrels approximately 700 lIbs., 12%4c. per lb 


SUGAR OF LEAD. 
White sugar of lead, crystals, 13c. per lb.; white sugar of lead, 


broken, 13%c. per lb.; white sugar of lead, granular, 13%c. per 
lb.; white sugar of lead, powdered, 13%c. per lb.; brown sugar 


25 and 50 lb. kegs, 14c.; 


25 and 50 Ib. kegs, 1519¢.; 


of lead, 12c. per lb.; sugar of lead solution 6%c. per Ilb.; 100 
lb. kegs, 1c. advance over above prices. An extra charge is 


made for solution barrels, which is refunded when barrel is re- 


turned. 


FLATTING OIL 


Quart cans, 12 to case, 35c. per can.; 1 gal. cans, 6 to case, 
$1.20 per gal.; 5 gal. cans, 1 and 2 cans to case, $1.10 per gal. 
Quantity discounts: 10 to 24 gallon lots, less 10 per cent; 24 to 
48 gallon lots, less 20 per cent; 48 to 96 gallon lots, less 20 and 
5 per cent; 96 gallons and over, less 20 and 15 per cent. Mixed 
orders for different sized cans will be subject to the discount for 
the combined gallonage. 


WHITE LEAD PUTTY 

White lead putty, 1 lb. cans, 10c. per lb.; 12% Ib. cans, 8\c. 
per aD. : 25 lb. cans, 8c. per lb.; 120 lb. (approximate) tubs, 7c. 
per . 


COMMERCIAL PUTTY 


1 lb. cans, 6c. per lb.; 2 lb. cans, 5134c. per Ib.; 5 Ib. cans, 4c. 
per lb.; 12% lb. cans, 4%4c. per lb.; 25 Ib. cans, 4c. per Ib.; 100 
to 120 lb. tubs, 8c. per 1 


SPIRITS TURPENTINE 


Prices ranges from 55c. to 56c. per gallon. 


DRY COLORS 
COMMERCIAL LAMP BLACK. 
- 


In 50 Ib. cases, 1 1b. packages, 16c. per lb.; % lb. packages, 22c. 
per lb.; %4 Ib. packages, 30c. per lb. Assorted sizes, 22c. per lb. 


GERMANTOWN LAMP BLACK. 

In 50 1b. cases, 1 Ib. packages, 25c. per Ib.; % lb. packages, 
32c. per lb.; %4 lb. packages, 40c. per lb. Assorted sizes, 32c. per 
lb.; Ultra marine blue, 28 lb. boxes, from lic. to 29c. per lb.; dry 
colors in barrels varying from 300 to 350 Ibs. Prices per pound: 
Prince’s metallic, 3c.; American raw and burnt umber, 5c. ; 
Italian raw and burnt sienna, 10c.; turkey raw and burnt umber, 
6c.; American raw and burnt sienna, 5%c.; Van Dyke brown, 9c. ; 


chrome green, l.m. or dark, 15c.; American venetion red, 3c.; 
Indian red, 15¢c.; turkey red, 35c.; American vermilion, 35c.; 
American yellow ochre, 2c.; imported French ochre, 6%%c.; golden 
ochre, 6c.; chrome yellow, lm. or dark, 15c.; Dutch paint, 1lc.; 


extra gilder’s whiting, 7c. 


White kalsomine glue, flakes, 30c. per lb.; pure hide joint glue, 
ground or flakes, 25c. per Ib.; South American sheep glue, 110 Ib. 
bags, 15c. per Ib.; German sheep glue, 110 Ib. bags, 18c. per Ib. 


MISCELLANEOUS MATERIALS 


Oxalic acid, in barrels, 14c. per lb.; Italian ground pumice 
stone, in barrels, 3c. per lb.; C. P. aluminum bronze, 1 Ib, cans, 
75c. per can.; pale gold bronze, 1 lb. cans, 65c. per can; copper 
bronze, 1 lb. cans, $1 per can; cotton waste, 50 Ib. bales, 14c. to 


15c. per lb.; alcohol, C. D. No. 5, in steel drums, 48c. per gal.; 
steel drums are charged at $6 each, which is refunded when 
drums are returned. 

T. N. grade, 250 lb. barrels, 29c. per lb.; Vac-Dry, bleached, 
250 lb. barrels, 36c. per lb.; orange, 164 lb. bags, 30c., 32c, and 


5 lb. pure white shellac, 50 gal. bbls., $2 per gal.; 
5 lb. pure orange shellac, 50 gal. bbls., $1.70 per gal.; 4% lb. pure 
white shellac, 50 gal. bbls., $1.90 per gal.; 4% lb. pure orange 
shellac, 50 gal. bbls., $1.60 per gal.; 4 lb. pure white shellac, 50 
gal. bbls., $1.80 per gal.; 4 lb. pure orange shellac, 50 gal. bbls., 
$1.50 per gal. 


39c. per Ib.; 


STEP LADDERS ‘ 


95: 5 ft., $2.40; 6 ft., $2.90; 7 ft. $3. 


High grade, 4 ft., $1.95; . 10; 
8 ft., $3.90; 10 ft., $4.80. Medium quality, 3 ft., 75c. each; 4 ft., 
$1.00; 5 ft., $1.25; 6 ft., $1.50; 7 ft., $1.75; 8 ft., $2.00; 10 ft., $2.50. 
Competitive quality, 4 ft., 80c. each; 5 ft., $1.00 each; 6 ft., $1.20 


each, 


EXTENSION LADDERS 

Complete with rope and pulley assemblies, 20 ft., $5.60 each; 
24 ft., $7.85 each; 26 ft., $8.45 each: 28 ft., $9.00; 30 ft., $9.55; 32 ft., 
$10.15; 34 ft., $10.70; 36 ft., $11.20; 38 ft., $12.00; 40 ft., $12.50. 
Extra ropes for extension ladders, $1.25 each. Extra pulleys fou 
extension ladders, $1.25. 


FLOOR WAX PRODUCTS 


Powdered Wax.—4 02., 23'c.; 
$2.66% per package. 

Prepared Paste Wax.—2% 0z., 16%c.; 1% lb., 33%4¢.; 
2 Ib., $1.06%4; 4 Ib., $2.00; 8 lb., $3.73%. 

Prepared Liquid Wax.—% pt., 33'c¢.; 
% gal., $1.60; 1 gal., $2.66%. 

Floor Polishing Outfits.—Includes quart bottle of liquid wax, 
one way mop, one weighted floor brush and instructions, $3.75. 

Weighted Floor Brushes.—15 Ib., $3.75; 25 Ib., $5.25 


8 oz., 3314c.; 16 0oz., 66%c.; @ Ib., 
’ 8 


1 lb., 36%c. ; 








1 pt., 50c.; 1 at., 93%e:; 


d0.20. 


SANDPAPER 
Size, 00, 100 sheets, 83c. per box; size 0, 100 sheets, Séc. per 


box; size %, 100 sheets, 89c. per box; size 1, 75 sheets, T4c. per 
i 65e. 


box; size 1%, 50 sheets, 56c. per box; size 2, 50 sheets, 
per box; size 214, 50 sheets, 71c. per box; size 3, 25 sheets, 4lc. 


per box. ies 
Utility packages of sandpaper, 64c. each. Full cartons of 72 
packages are subject to an additional per cent discount. 
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Metropolitan Hardware Market Activity 
Is Retarded by Less Favorable Weather 


New York, May 27. 

Cooler weather, accompanied by am- 
ple rainfall has served to retard to 
some extent, the brisk demand that 
characterized the New York hardware 
market during the first half of May. 
Business in the past week subsided as 
the weather conditions changed, al- 
though trade at present is about nor- 
mal for this period of the year in most 
lines. Wholesalers assert that the 
month received a “flying start” and 
aggregate sales for the month are ex- 
pected to exceed those of a year ago 
by a comfortable margin. Future 
activity, it is said, will depend largely 
upon the weather. A_ period of 
drought, with abnormally high tem- 
peratures, such as was just experi- 
enced, will lend a considerable impetus 
to the demand for summer goods, while 
cool weather with plentiful rainfall is 
less desirable from the standpoint of 
the wholesaler and dealer. 


ORDERS ARE LARGER 


Influenced by the shortages which 
developed in certain seasonable lines 
earlier in the month, most dealers seem 
to have decided that a less conserva- 
tive buying policy was more desirable. 
As a result, current orders for timely 
merchandise are generally specifying 
larger quantities than were purchased 
before the recent rush of consumers to 
hardware stores as premature summer 
weather made its advent. Stocks, as 
a rule, are never-the-less very low and 
hand-to-mouth buying is the custom. 
It appears that even the stores that 
are doing a good business and have 
ample capital seem to be reluctant to 
invest any appreciable sum in surplus 
stocks of any description, in view of 
unsettled business conditions and an 
easier price trend. 


UNEMPLOYMENT IS LESS ACUTE 


Analyzing the state of employment 
in New York State and city in April, 
1930, the employment service of the 
Department of Labor finds some im- 
provement in major industries and, 
conversely, says that “unemployment. 
while not so acute in April as during 
the past quarter, was still apparent, 
particularly in the larger cities. Many 
laid-off workers in the State were re- 
called gradually.” 





AT A GLANCE 


Recent price changes were largely 
of inconsequental nature. Lower 
prices, recently established on bolts 
and nuts and some handled ham- 
mers, has stimulated the current 
demand. Price concessions are 
more numerous than at any time 
this year as New York jobbers are 
now meeting the prices on some 
items formerly used as leaders by 
outside competitors. A lower tend- 
ency is apparent on some steel and 
wire products. Business is about 
normal for this season of the year. 
Orders being received are a trifle 
larger than they have been recent- 
ly. The employment situation is 
less acute. Building construction 
continues to gain. Few hardware 
products of high copper content 
have thus far reflected the recent 
reduction in the raw metal. Col- 
lections are fairly satisfactory. 











Steel and iron plants showed no 
marked change in production, but the 
volume of employment was well sus- 
tained. The seasonal increase in auto 
accessories activity did not develop. 
Irregular trends were noted in a num- 
ber of staple industries; metal, wood, 
clothing, footwear. Public works and 
building projects were resumed. 

New York city factory employment 
was better. Employment in the silks, 
shoes, cloaks, suits, millinery and fur 
goods trades appeared. There was a 
surplus of labor in railroad, freight 
and shipping terminals. ‘But construc- 
tion expanded and the gas and electric 
utilities were placing more men. 


HOUSEWARES ARE ACTIVE 


Wholesalers who deal principally in 
housefurnishings declare that the cur- 
rent demand is excellent, particularly 
for cleaning supplies of all kinds, elec- 
tric appliances, and summer kitchen 
equipment. Painting supplies are also 
moving at a brisk rate. The demand 
for most staple hardware lines, such 
as nails, bolts and nuts, screws, rivets, 
and similar merchandise is a trifle be- 
low normal. The latter is especially 
true of such items as are used in build- 
ing construction. Among the season- 
able items, the following are promi- 
nent: carpet sweepers, window screens, 
electric fans, lawn fence, floor wax 
products, flower bed guard, trellis wire, 
garden hose, galvanized ware, garden 
plows, grass catchers, grass shears, 


hose reels, ice cream freezers, sprink- 
ling cans, step and extension ladders, 
lawn goods, poultry supplies, roofing 
and sheathing paper, poultry netting, 
screen wire; roller skates, screen doors, 
rubbish burners, scythes and snathes, 
and lawn mowers. 


MAY CONSTRUCTION INCREASES 


New awards for building and engi- 
neering projects in the metropolitan 
area of New York the week from May 
10 through May 16 were larger with 
but two exceptions than in any week 
since the first of the year, according 
to F. W. Dodge Corporation. The 
past week’s total amounted to $31,173,- 
700. Contracts let thus far in May 
were at the rate of $4,530,000 per busi- 
ness day, compared with $3,788,000 for 
May, 1929. Since the first of January 
new contracts totaled $399,512,700, as 
compared with $462,018,000 for the 
corresponding period of 1929. 


THE PRICE TREND IS LOWER 


Although no price revisions of any 
importance were announced during the 
past week an easier price tendency has 
been noted. Price shading is, of course, 
more prevalent on merchandise which 
is naturally of highly competitive na- 
ture. Frequent concessions are being 
granted where the size of the order in- 
volved seems to warrant it, in the eyes 
of the wholesalers seeking the business. 
Local jobbers are pursuing a more ag- 
gressive policy in this regard and for 
sometime have been meeting the special 
prices being quoted by wholesalers lo- 
cated outside the metropolitan area. 


CREDIT CONDITIONS 


The credit situation continues to 
show improvement, but conditions 
could be in much better shape. Out- 
standing accounts of jobbers do not 
aggregate a much larger total than at 
the same time a year ago. However, 
wholesalers are experiencing greater 
difficulty in making collections than is 
usual. Dealers report that many of 
their outstanding accounts are past 
due and that their patrons contend 
that they cannot meet their bills in 
some instances. The predicted im- 
provement in conditions for the last 
half of the year is expected to result 
in a general improvement in the credit 
situation. 
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Business in Pittsburgh Hardware Market Resumes 
Normal Proportions for Season 


PittspurcH, May 27. 

Following ten days of intense activity 
in the hardware trade, occasioned by 
the unseasonably warm weather, busi- 
ness has again declined to normal pro- 
portions. However, the immediate 
aftermath of the heavy retail demand 
in the first part of the month has been 
a rather large influx of replacement 
orders on such items as garden and 
lawn goods, screen doors and windows, 
electric fans, sporting supplies, ice 
cream freezers and many other season- 
able items. Retailers’ stocks of these 
products were low to begin with, and 
even jobbers were forced to rush mill 
deliveries on many lines which were 
exhausted. Consequently, distributors 
in this district still report a fair volume 
of business and are finding aggregate 
sales for the month of May at the best 
level of the year. Comparisons with 
last May are not yet available, but the 
present month promises to make a very 
favorable showing. 


MARKET HAS BETTER TONE 


The recent business flurry has given 
the market in this district a consider- 
ably better tone. Retailers who were 
inclined to look on the remainder of 
the year in a pessimistic way are now 
revising their estimates slightly, and 
are willing to admit that the public is 
still disposed to buy if the necessity 
arises. However, little interest is shown 
in forward buying of fall merchan- 
dise, such as ammunition and loaded 
shells which ordinarily begin to show 
some life at this time. Buying un- 
certainty is responsible for part of this 
hesitancy, and the narrow financial 
straits of dealers in some localities are 
undoubtedly a factor. 

House building in this district shows 
no improvement. Although weekly 
residential construction awards are not 
available, it is generally believed that 
the month is showing no large im- 
provement over April and is far behind 
the corresponding month last year. 
Although residential construction is a 
principal factor in stimulating hard- 
ware trade, industrial building is also 
light, at least from the standpoint of 
new projects undertaken. Construc- 
tion of highways and public works is 
active, but this business does not stimu- 
late the hardware trade particularly. 





AT A GLANCE 


Prices on wire nails show an 
easier tendency. Quotations on 
bolts, nuts and rivets are about 10 
per cent lower, in keeping with 
reductions in mill prices. Minor 
revisions are being made on some 
copper and brass products. Trade 
is at the best level of the year, 
although it has slackened recently 
due to cooler weather accompanied 
by rains. The market now has a 
better tone. Steel mills in the 
Pittsburgh district continue to re- 
duce operations, although some 
favorable factors are in evidence. 
It appears likely that steel con- 
sumption will reach the low point 
of the year by mid-summer. Col- 
lections are reported as slow. 











— 


PRICE REVISIONS ARE MINOR 


Price changes in the week have been 
negligible. Wire nails are more freely 
available in any considerable quantity 
at $2.45, and bolt, nut and rivet quota- 
tions have been reduced about 10 per 
cent to conform with recent mill price 
revisions. These quotations display 
little strength, although there is not 
much disposition to test the market. 
Inconsequential changes on copper and 
brass goods are still being made, but 
increasing stability of the primary 
market on copper is expected to make 
definite changes more likely in the 
near future. 

Pittsburgh industrial activity con- 
tinues at a low ebb, at least when com- 
pared with last year. The steel indus- 
try is still reducing its operations in 
a restricted way, and no check in the 
downward tendency is noticeable. Steel 
prices are by far the most unfavorable 
influence in the market, and thus far 
have failed to achieve stability at re- 
cent low levels. This has led to added 
stress on operation economies and has 
stimulated mill competition for even 
small orders in order to maintain pro- 
duction schedules at a steady rate. 


STEEL OUTLOOK IS IMPROVED 


One of the outstanding favorable 
influences is the large volume of orders 
for line pipe which is pending. One 
large producer in this district has al- 
ready taken orders for over 300,000 
tons of pipe for gasoline and gas lines, 


principally in the South and West, and 
fully twice that tonnage is in prospect 
for placing during the summer. This 
activity is in direct contrast to the 
state of the market for standard butt- 
weld pipe. Sales and shipments of 
this material, which goes largely to 
the building industry, are about 20 per 
cent behind the corresponding period 
last year, and improvement during 
May has been very slight. Structural 
steel and reinforcing bars are in fair 
demand, the latter principally for civil 
engineering projects which are numer- 
ous throughout the entire country. In 
the Pittsburgh district itself large ton- 
nages of steel are being used for this 
purpose. 

The future course of the steel indus- 
try is a matter of considerable doubt, 
but steel company executives are not 
expecting any marked improvement be- 
fore late summer. In the meantime it 
is quite probable that demand will fall 
off even more, and that steel consump- 
tion during the summer months may 
reach the low point of the year. With 
consumers buying only for immediate 
use, this would be reflected immediately 
in reduced operating schedules. 

In the primary market, heavy melt- 
ing steel scrap has declined 50c. a ton 
to a $15 level, while furnace coke has 
declined to $2.50, Connellsville, one of 
the lowest points in recent years. The 
coal industry also is suffering from 
price demoralization, as well as re- 
stricted demand. Glass factories in the 
district are maintaining a fair rate of 
operation, but* reduced production of 
automobiles, as well as curtailed build- 
ing activity, have seriously cut into 
heavy volume production. 


COLLECTIONS ARE SLOW 


Collections of both retailers and job- 
bers are slow, with jobbers probably 
carrying the heavier burden of re- 
duced public buying power. However, 
employment has not declined further, 
as the slack in industrial activity is 
more than offset at this time of the 
year with outdoor work, which has been 
pushed as much as possible this year. 
The railroads are contributing to em- 
ployment increases by means of heavy 
track laying schedules and considerable 
engineering work. 
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Demand Is Fluctuating with Weather 
In Chicago Hardware Market 


Cuicaco, May 27. 

Current hardware business is going 
up and down with the thermometer. 
Every warm spell brings a spurt, and 
when the temperature goes down trade 
subsides with it. Nevertheless, it has 
been demonstrated that, despite the re- 
luctance characterizing the hardware 
market during the first four months 
of the year, the average consumer will 
buy when the mood seizes him, and 
that this mood is not always predict- 
able. 


MAY TRADE HAS BEEN BRISK 


In general, May weather has favored 
brisk movement; demand, in some lines, 
has been heavy; yet each wet, rainy 
day has retarded selling in the retail 
stores and slowed down telephone and 
mail orders at the wholesale houses. 
What many a market observer con- 
siders correct buying conditions fre- 
quently fail to stimulate the consumer 
to purchase; on the other hand, he now 
and then enters the market when most 
of the rules say he should stay out. 
The way of the forecaster is hard, 

For instance, it is well known that 
there is an uncomfortable percentage 
of unemployment in industrial com- 
munities. By all the accepted yard- 
sticks, that should mean that people 
out of work are also out of the hard- 
ware market. Among the thrifty, at 
any rate, such is not the case. Many 
unemployed men with leisure on their 
hands are employing it to paint, repair 
and clean their domestic premises. 
Without a doubt, this accounts in large 
part for the sudden acceleration in the 
movement of all paint and_ repair 
items. 


HOME OWNERS ARE BUSY 


In many respects, a moderate period 
of unemployment is not proving a bad 
thing for trade. It is giving numerous 
householders an opportunity to redis- 
cover the hardware store. Their in- 
terest has been renewed and enlivened 
in the mercantile offerings of the hard- 
ware merchants, particularly those with 
masculine appeal. This rather un- 
expected phase of unemployment has 
already moved quantities of lawn and 
garden goods and painting, cleaning 
and repairing equipment. Fishing 


tackle, partly under the same influence, 
(Reading matter continued on page 74) 





AT A GLANCE 


Discounts on copper rivets and 
burrs are 5 per cent better for 
dealers. Manufacturers have re- 
duced bolt and nut prices by 10 
per cent. Other prices seem fairly 
steady and prices are so low in 
builder’s hardware that advances 
are said to be contemplated. Un- 
employment appears to have stim- 
ulated demand for painting and 
repairing materials among home 
owners. Fishing tackle and spring 
sporting goods are very active. 
Paints are moving in exceptionally 
large volume. Lawn and garden 
tools are in excellent demand. 
Screen door hardware is moving 
at a rapid rate. The credit situa- 
tion is considered fairly satisfac- 
tory. Jobbers outstanding .accounts 
have a normal status. 











has been selling at a phenomenal rate; 
most of it is of medium grade, though 
quality tackle will, according to prece- 
dent, move later in the season. 

Paints, oils, varnishes and brushes 
are moving out in every direction. 
Though their current volume is heavy, 
it is scarcely heavy enough to make up 
for the slackness in March and early 
April. There is a pronounced revival 
in the demand for lacquers. Unfore- 
seen, it took the wholesalers by sur- 
prise, and some of them met with diffi- 
culty in filling the orders on time. 
Observers believe the renewed interest 
in lacquers will continue indefinitely ; 
some dealers thought they saw signs 
of a lacquer revival last season, though 
little was said of it. Quality paint is 
going well in most sections. One Chi- 
cago retailer reports it easier to sell 
four-dollar paint to his customers than 
three-dollar paint. 


PRICES ARE FAIRLY STEADY 


‘Over all, the hardware market seems 
fairly steady, with here and there a 
tendency toward yielding. Two actual 
drops have occurred. Another 5 per 
cent has been tacked onto the discount 
on copper rivets and burrs, which now 
stands at 40-10-5 off; this, of course, 
is a direct reflection of the recent re- 
duction on ingot copper, and is re- 
ported to be stimulating orders from 
dealers. Pretty much out of a clear 
sky comes the news that the manufac- 
turers have reduced bolts and nuts by 
10 per cent. Thus 60-10 is now the 


discount on large and small carriage 
and machine bolts and lag screws; on 
stove bolts, however, the new discount 
is 75-10-5 per cent. There appears to 
be a feeling ifi the jobbing trade that 
this downward readjustment — will 
strengthen the bolt and nut market 
situation. 


BUILDERS’ HARDWARE IS FIRM 


Considerable firmness characterizes 
the builders’ hardware wholesale mar- 
ket, though movement is much below 
par. Prices in this Jine are now so 
low that some talk of an advance is 
heard. Among tle jobpers, at any 
rate, little price-vutting has developed 
of late, but on independent contracts 
for large building trims bidding in 
Chicago is said to be ridiculously low. 
For three weeks screen door hardware 
has been moving fast; good orders 
usually come in for it during January 
and February, but that was not the 
case this year. 


CREDIT SITUATION 
SATISFACTORY 


Credit relations between dealers and 
jobbers seem sound. Wholesale out- 
standings are normal. Collections in 
the near territories are fair, though 
in the South and Southwest they show 
a tendency to slow down; in this re- 
spect, however, credit managers expect 
improvement as the early agricultural 
harvest approaches. Without a doubt, 
the retailers are taking more and more 
interest in budgetary control; out of a 
group of 300 of them manifesting such 
interest, 95 per cent of them are said 
to be discounters. 


Bewk Debits Show Sharp Drop 
from Preceding Week’s Total 


Debits to individual accounts, as reported 
to the Federal Reserve Board by banks in 
leading cities for the week ended May 14, 
aggregated $14,557,000,000, or 20 per cent 
below the total reported for the preceding 
week and 22 per cent below the total re- 
ported for the corresponding week of last 
year. 

Aggregate debits for 141 centers, for 
which figures have been published weekly 
since January, 1919, amounted to $13,772,- 
000,000, as compared with $17,399,000,000 
for the preceding week and $17,645,000,000 


for the week ended May 15 of last year. 
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THE ONLY SHOT THAT COUNTS !S THE SHOT THAT HITS 








The Paris Gun 


A LETTER from my Assistant, Mr. Hadley, for 
many years our Ballistic Engineer, says: 


“You recall the mysterious 75 mile guns which 
were the most remarkable ballistic development 
of the War. You will be intensely interested in 
Col. W. H. Miller’s just published report of those 
astounding weapons! He describes, in fascinating 
style, the effect of the successive bombardments 
upon the Parisians and on the buildings in Paris. 

“The barrels of these guns were about 100 ft. 
long and bore diameters 8.3”, with reborings to 
larger diameters. The projectiles weighed about 
260 pounds. The guns were designed to be fired 
at a fixed range—to Paris—and at a constant 
angle of elevation—50 degrees. The range was 
so great that in sighting them allowance had to 
be made not only for the curvature of the earth 
but also for its rotation! The shells in flight 
reached an elevation of twenty-five miles. 

“The intense heat of explosion caused terrific 
metal erosion in the guns. The extremely high 
velocity wore away the rifling very rapidly. Some 
of the barrels were worn out and had to be dis- 
carded after firing only 50 rounds! Erosion and 
wear of rifling and bore were compensated for 
from shot to shot by increasing the amount of 
the powder charge, so as to maintain the required 
velocity.” 

I read the book. Col. Miller owes me the night’s 
sleep I lost because I could not lay it aside! What 
a remarkable ballistic development those guns 
were. And that brings me back to our own Klean- 
bore! Erosion, rifling wear, discarding of barrels 
after a few rounds, by contrast make me think 
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of that Remington barrel which is still so bright 
and accurate after 285,000 rounds of Kleanbore 
cartridges—and all without even troubling to 


clean it at all! 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 


© 1930, R. A. Co. 
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TWIN CITIES: 


(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, MINN., May 27.—In the territory tributary to the 
Twin Cities, crop prospects are very encouraging. While a general 
rainy period covered much of the territory for two to three weeks in 
May, and thus caused a temporary lull in business and other activi- 
ties, it is thought that with fair weather the Northwest will show a 
decided comeback in the way of trade during June. 

Reports from over the territory indicate that business has been 
“spotty”—good in some sections, and not.so good in other places. 
The general trend is believed to be upward, however, and the late 
spring weeks will probably show a substantial increase in trade. 

In the dairying sections of the territory, the trade has been re- 
tarded through the low price received by the farmers for butter fats 
and prices on stock and grains are still at a low point, which acts 
still further as a drag on progress in sales lines. Construction 
projects are well under way over much of the section, which aids 
business in many lines. Vacation time is just around the corner 
and outing and touring supplies are beginning to move much better. 
Fishing to a limited extent has begun for the year and tackle of all 
kinds is selling more freely. 

Prices show a change in nails and wire products, also in bolts and 
lag screws. Armco galvanized iron is also lower in price. Solder 
shows a decline. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. ST. PAUL AND MINNEAPOLIS. 

















AXES. 
Single bit, base weight, unhandled 
axes, $15.00 to $16.50; double bit, 
$20.00 to $21.50; single bit, handled, 


$19.25; double bit, handled, $24.25 
doz., net. 
BOLTS. 


Carriage and machine bolts, 60-10 
per cent; stove bolts, 75-10 per cent, 
and lag screws, 60-10 per cent from 
standard lists. 


BRADS. 


Wire brads, in 25-lb. box at 75 per 
cent from lists. 


BUILDING PAPER. 


Red rosin sized building paper, 
$2.52, and tarred felt $2.80 cwt., net. 


CHAIN. 


Log chain, coppers, % x 14, $1.56 
5/16 x 14, $2.11; % x 10, $2.89; self 
goa % x 14, ‘$1. 40; 5/16 x 15, $1. 88; 
3 x $2.54 each; proof coil chain, 
4 aL "$8.78; 3 in., $16.04; % in., 
$26.13; 56 in., $41.82 per 100 ft. 


BUILDERS’ HARDWARE. 


Steel butts, 3% x 3% old copper 
or dull brass finish, less than case 
lots, 16%4c. per pair; 4 x 4, old cop- 
per or dull brass finish, less than case 
lots, 22c. per pair. Heavy steel, bevel 
inside sets, $8.00 per doz. sets. Steel, 
bit-keyed front door sets, $1.20 per 
set; wrought brass, bit-keyed front 
door sets, $2.40 per. set; wrought 
brass, cylinder front door sets, $4.75 
per set. All lock sets quoted in old 
copper finish. 


CORN AND POTATO PLANTERS. 


Acme corn planters, No. 306, $11.00 
doz.; Acme potato planters, No. 304, 
$14.50 doz. net. 


EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS. 


Eaves trough, 28-ga., 3-in., slip 
joint, 5-in., in crates, $5.25; 6-in., 
$6.40; conductor pipe, 3-in., in crates, 
not nested, $5.10; 4-in., $7.15 per 100 
in. ft.; elbows, 3-in., $1.73; 4-in., 
$2.88 doz. net. 





FILES. 
First quality files, 50 per cent, and 
tad brands, 60-10 per cent from 
ist. 


GALVANIZED WARE. 


Standard galvanized pails, 10-qt., 
$2.70; 12-qt., $2.85; 14-qt., $3.10; stock 
pails, 16-qt., $4.70; 18-in., $5.50; 
standard tubs, No. 1, $7.15; No. 2, 
$8.00; No. 3, $9.35; heavy, No. 1, 
$13.20; No. 2, $14.40; No. 3, $15.60 


doz. net. 


GLASS AND PUTTY. 

Single and double strength A grade 
glass, Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50- 
lb. steel drums, $5.35 cwt., net. 


GRASS SHEARS. 
“Doo-Klip’” grass shears, $10.80 
doz.; ‘‘Doo-Klip” long handie grass 
shears, $18.00 doz. net. 


ICE CREAM FREEZERS. 


Acme, 2-qt., galvanized, 75c.; 4-qt., 
$1.65; White Mountain, 4-qt., $4.13; 
8-qt., $6.75 each net. 


LAWN GOODS. 


Nelson’s Perfect Clinching hose 
couplings, $2.25 per doz.; Perfect 
Clinching hose menders, 90c. per doz. 


LAWN HOSE. 


og ge 5g-in., 
Good Luck, %-in., 6- -ply, 9c.; Bull 
Dog, %-in., 7-ply, 12%c.; Manhattan 
waews Molded, %, in., in 500-ft. 
bales, black, 7c.; red, Tléc. ft.; coupled 
in 50-ft. “eee Ba black, 5g-in., $7.30; 
red, $7.80 per 100-ft., net. 


LAWN MOWERS. 
Philadelphia, Style A, 15-in., $18.00; 


3-ply, 5%6c.; 


-in., $20.25; 19-in., $22.50; 21-in., 
$25. 00 each, net. 
MILK CANS. 
Railroad, wide neck, 8-gal., $2.50; 
10-gal., $2.70 each, net. 
NAILS. 


Standard wire nails and cement 
coated wire nails, 
keg, base. 


(Reading matter continued on page 76) 


$2.75 per 100-Ib. 














Crop Prospects Are Encouraging 
poe Prices Have Been Reduced 


POULTRY NETTING. 


Hexagon, 63% per cent from lists. 


PRUNERS. 


Neen Klip” 
net 


REGISTERS. 
Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


ROPE. 

Best grade manila rope, 22c. Ib.; 
second grade, ie Ib.; best grade 
sisal rope, 17%c. Ib.; second grade, 
16%c. lb. 

ROLLER SKATES. 

Union line, extension, web heel and 
— straps, plain steel rolls, 75c. per 
pair. 

Same for boys, with self-contained 
ball bearing wheels, $1.45 pr. Same 
for girls, with self-contained ball 
bearing wheels, $1.45 pr. 

Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 18 85, $2.75; _ 101, 
$1.35; Nos. 193 and 108, $1.4 


SANDPAPER. 

Best grade sandpaper, No. 1, 98c. 
per box of 75 sheets; second grade, 
No. 1, 74c. per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net. 

SASH CORD AND WEIGHTS. 

Sash cord, best grade, 58c. lb. base; 
second grade, 3lc. lb.; third grade, 
25c. lb. base; net and cast iron sash 
weights, $1.95 cwt., net. 


SCREWS. 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 42% per cent; round 
head brass, 37% per cent from lists. 


SCREEN DOORS AND WINDOWS. 


Doors, common, 2-8 x 6-8, $1.65 
each; fancy, $2.60 each; screens, Con- 
tinental, extension, 24-in., $9.75 doz.; 
Wabash, extension, 24-in., $5.35 doz., 
net. 


SOLDER. 
Warranted half and half solder, 
24c. lb., and strictly half and half 
solder, 25c. 1b., in 100-Ib. boxes, net. 


STEEL SHEETS. 

Galvanized steel sheets, 24-ga. 
$4.65; black steel sheets, 24- 
ga. (base), $3. 90. Armco galvanized 
steel sheets, 24-ga. (base), $6.25 cwt., 
net. 


TIN. 
Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing, 20 x 28, 8 lb., 
coating, IC, $14.75 box, net. 


TIRES AND TUBES. 

Mansfield tires, 30 x 3%, Liberty 
cord, $4.17. Mansfield wtf duty 
oversize, Liberty, 32 x 4, $7.9 

Mansfield heavy duty, 32 x : "$10. 50. 
Mansfield double service, 29 x 4.50, 
$10.68. Mansfield double service, 32 x 
5.50, 4. 

Tubes, 30 x 3%, Mansfield, $1.13. 
Tubes, 29 x 4.40. Mansfield, $1.24. 
Tubes, 30 x 3%, Liberty, 90c. Tubes, 
29 x 4.40. Liberty, $1.13. Tubes, 32 x 
6.00, Liberty, $1.9 


WHEZLBARROWS. 

Hardwood stave trays, $34.20 doz.; 
selected hardwood stave trays, $40.80 
doz: tubular steel trays, 4% ft. ca- 
pacity, $7.20 each; Gopher garden, 
$3.75 each; American garden, $6.25 
each, net. 


WIRE. 

Galvanized barbed cattle wire, $2.77 
per 80-rod spool; special galvanized 
barbed hog wire, $2.96 per 80-rod 
spool; No. 9 (base), smooth, galvan- 
ized wire, $3.35 cwt., and No. 9, 
smooth, black wire, $2.90. 


WIRE CLOTH. 
Black painted, 12 x 12 mesh, $1.65; 


aluminum finish, 12 x 12 mesh, $1-85 
per 100 sq. ft., net. 


pruners, $10.80 doz., 
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HARDWARE 
OF 


QUALITY 
SINCE 
1856 








For almost three-quarters of a cen- 
tury the name NORWALK has 
stood for quality. Untold numbers 
of NORWALK products have 
crossed the hardware merchant’s 








counter and served in homes, apart- 
ments, factories, hotels . . . in 
all types of buildings throughout 
the nation. Evidence indeed of 
NORWALK. utility, precision of 
manufacture and enduring service . 
—and to the dealer of consistent 
demand and profit. 




















With a stock of NORWALK 
hardware every need can be met... 
from a cupboard to a front door. 











NORWALK hardware is numeri- 
cally marked and_ conveniently 
packed for easy identification and 
quick stock handling. A service that 
saves you time and annoyance. 
Your jobber can supply you. If 

















not, write to us. 


NORWALK LOCK COMPANY 
12 Warren Street New York 


QUALITY 
annoy = 


LOCKS 


AMATI PIMA ie AVITAL AVIV 
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K A N S AS CITY: Demand for Some Items Improves 
$ Several Price Reductions Effective 


(Kansas City office of HARDWARE AGE) 

KANSAS CITY, May 27.—Several items are doing much better late- 
ly than they have been for some time. In some cases this is due to 
the natural demand created by weather conditions, while in others 
it is the result of extensive booking of orders for future delivery. 
One jobber has already tabulated orders for upwards of 500 electric 
fans of a certain type, to be delivered later in the season, and has 
other untabulated orders yet to be counted. Most of this particu- 
lar trade is coming from the southern part of the territory. Advance 
orders for radios are also a feature. Automobile tires have come 
out of their former slump and wholesalers now report excellent busi- 
ness. Tire prices continue even. 

Rain has interfered somewhat with painting, though inside work 
is still progressing well and is holding up the demand for paint, oil 
and turpentine, shellac and varnish. The market on the latter two 
is now appreciably lower, a fact that tends to help sales along. Wire 
nails have dropped 10c. per keg, and the call is well sustained. 
Greater discounts are in effect applying to carriage and machine 
bolts. 

Ice cream freezers, water coolers and similar goods have started 
moving, although much of that sort of trade is for future shipment. 
Business in oil and greases for farm machinery use is reported good. 

Sales are still ahead of collections, but jobbers say that in view 
of recent rains which have benefited the crop situation, money 
should tend to loosen up in the near future. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. KANSAS CITY. 


BARBED WIRE. ing, anti-backlash reel, $5.65 each; 
: : No. 1893 level winding, $3.35; No. 12 
Galvanized barbed wire, hog or level winding, anti-backlash, $13.35; 
cattle, catch weights, $3.70 per hun- No. 100 level winding, $3.35; No. 223, 
dred; 80-rod galvanized, hog, $3.20 $1.85. Enameled silk line, 100 yards, 
per spool; 80-rod galvanized, cattle, 23-lb. test, $2.65; 16-lb. test bait cast- 
$3.00 per spool; 80-rod painted, hog, ing line, 100 yd., $2.15. 


$3.00 per spool; 80-rod painted, cat- 


tle, $2.80 per spool. Plain annealed | GARAGE HARDWARE AND LOCKS. 


wire, No. 9, $3.20 per hundred; No. 9 

galvanized, $3.65 per hundred. No. , = owe door set a 
hinged doors, 2.25 per set. oO. 
BASEBALL SUPPLIES. T25058 sliding garage door set, $4.50. 
7% " . = ° 
Good quality autographed hats of ak dase Gee cae bee, ye one 
a white ash, $18.00 per doz.; doz.; No. 165 3%-in. wrought steel 

0. 0 official baseball, $16.50 per doz.; butts, 30c. per pair. , 


No. ‘ be preg A model catcher’s 
mit each: No. 250, horsehide 

face, $3.35 each; No. JP professional ICE CREAM FREEZERS. . 
model fielder’s glove, $5.70 each; No. All metal, No. F2A, 2 qt., $9.50 per 


56 boys’, $1.00 each; best quality, No. doz.; all metal automatic freezing, 
JP mask, one piece, $10.50 each. 2 at., $2.70 ea.; wood pail, 2 qt., $1.40 
ea.; steel frame, wood pail, 3 qt., 
BUILDING PAPERS AND FELTS. $2.75 ea.; 4 at., $3.35 ea.; 6 at., $4.25 
etn . ea. Three-motion, steel frame, wood 

“ee greg ye rene nay | poner. No. pail, 4 qt., $4.10 ea.; 6 qt., $5.16 ea. 

, 75c. per roll. Slater’s felt, 84c. per 
roll. Asbestos paper, $6.00 per 100 Ib. LAWN GOODS. 

Tarred felt, $2.66 per 100 lb. Insulat- L. R. Nelson Mfg. Co., products, 
ing paper, $2.10 per roll of 500 sq. ft. lawn sprinklers: Whirling Fairy, 


CARRIAGE AND MACHINE BOLTS. |  $12.50,Pper. doz.;_ Garden Fatty, $6 





Small carriage, rolled thread, 60- Crescent, $6.30 per doz.; Cricket, $8.00 
10-5 off list; small carriage, cut per doz.; Flaring Rose, $4.80 per doz. 
thread, 60-5 off list; large carriage, Nozzles, Rain Boy, $4.00 per doz.; 
cut thread, 60-5 off list: small ma- Peoria, $4.00 per doz.; Perfect Clinch 
chine, rolled thread. 60-10-5 off list: couplings, $2.00 per doz.; Perfect 
sma'l machine cut, 60-5 off list as of Clinch hose mender, 84c. per doz.; 
April 1, 1927. Corrugated hose couplings, $1.30 per 

doz.; “Snap” coupling, $1.95 per doz.; 
ELECTRIC FANS. brass mender tube, 37c. per doz.; 
Tear : 5 r hose clamps, brass, 38c. per doz. 

Ten-inch oscillating, high | grade “Doo-Klip” Grass Shears, $10.80 per 
fan, single speed, $11.55 ea. Same in doz.; ‘‘Doo-Klip” Long Handled Grass 
9-in., $8.75. No. B67 stationary, 8 in., Shears, $18.00 per doz.; “Doo-Klip” 
$3.20; B62, 9 in., $3.70; No. B64, 10 in., pruners, $10.80 per doz. No. 1, grass 
$7.00. hook. $3.25 per doz. No. 400, $5.00 

x u per doz.; No. 101, hedge shears, 8 in., 
FISHING TACKLE. $1.35 pair: 10 in., $1.65 pair. 
Rods, split bamboo, fly rods, No. 
9714, $5.60 each: No. 3097, $3.95 each: LAWN MOWERS. 
No. BBC46GG steel bait casting rod, Highest quality, nationally known 
$1.49 each. Best quality No. 275, cork make, 15 in., $20.25; 19 in., $25.65. 
grip, agate guides, in from 5 to 5% Good quality, No. 16, $10.75. Grass 
ft. lengths, $7.35 each. catchers, No. 110, $4.60 per doz.; No. 
No. 1000 good quality, level wind- 156, $8.00 per doz. 





NAILS. 
Common wire nails, $3.05 per keg 
base. 


OILS. 


Raw linseed oil, in steel drum lots, 
$1.18 to $1.23 per gal.; boiled linseed 
oil in steel drum lots, $1.21 and $1.26 
per gal.. Turpentine, pure gum spirits, 
in steel drum lots, 


PAINT. 


Pure outside white lead and zinc, 
$3.00 per gal.; colors, $2.80 per gal. 


PAINT BRUSHES. 


Selected black Chinese _ stucco, 
length out 45-in., No. 30, $25.00 per 
doz.; No. 35, $34.45. Selected black 
Chinese wall brush, all rubberset: 
3 in., 2% in. out, $13.50; 3% in., 4 in. 
out, $17.05; 4 in. 4 in. out, $24. 55; 
4% in., 4% in. out, $30.70; 5 in., 4% in. 
out, $33. 75. Dutch kalsomine, "No. 40, 
4% in. out, selected Russia bristle, 
$42.75 per doz.; No. 50, 4% in. out, 
$51.25 per doz. Black Chinese bristle 
oval varnish, No. 4/0, $10. 60 per sgt H 
No. 6/0, $13. 30 per doz.; “i 8/0, $14.2 
Ea doz. Flat varnish, $2. a0. 

in,, $3.85; 2 in., 5.15: “Sy. in. 
37% 90; 3 in., $10.1 


ROOFING acreearens. 


Roofing pitch, $28.40 per ton; roof- 
ing asphalt, $29. 00 per ton. Asbestos 
liquid roof coating, 50-gal. steel 
drum, 48c. per gal.; 30-gal. steel 
drum, 45c. per gal.; 5-gal. steel pails, 
53c. per gal. One-gallon cans, 6 to 
the case, $4.10 per case. 

Plastic roof cement, steel drum, 
480 lb. gross, 5%c. per lb.; % steel 
drum, approximately 290 Ib., 5%4c. per 
lb.; 100 Ib., 634c. per Ib.; 25-Ib. steel 
pails, 7T%c. per Ib. 


SCREEN DOOR HARDWARE. 

Black japanned screen door hinges, 
$1.20 per dozen pairs; spring hinge 
sets, black japanned, $2.00 per dozen 
sets; No. 7565 steel screen door 
catches, ‘$4. 3 per dozen; No. 575 
bronze, old copper finish, $12.25 per 
dozen. 


SHELLAC AND VARNISH. 

White shellac, $2.85 per_ gal.; 
orange, $2.55 per gal. Good floor 
varnish, $3.75 per gal.; painters’ floor 
varnish, $2.65 per gal. 


TIRES. 
Mansfield automobile, covered by 
standard warranty, 30 x 3%, oversize, 
heavy duty cord, S.S.. cl., $5.12; 31x 
‘+. $9.45; 32 x 4, $10.06; 33 x 4, $10.59; 
x 4%, $13.61; 33 x 4%, $14.18; 33 x 
$21. 15; Balloon, 29 x 4.40, regular, 
6.48; 30 x 4.50, $7.22; 30 x 5.25, $11.90; 
1 x 5.25, $12.25; 31 x 6.00, $16.55; 33 
x 6.00, $17.55. Trucks, 32 x 4%, 8 ply, 

15.79: 33 x 4%, $16.34; 30 x 5, $20 12; 
32 x 6, $25.32; 36 x 6, 10 ply, $36.70; 
34 x 7, $47.37; 40 x 8, 12 ply, $72.14. 

(All foregoing prices subject to 10 
per cent trade discount.) 


WATER COOLERS. 

Stand model, No. 500 in mahogany, 
art green, or white, to hold _5-gal. 
bottle, $12.00 ea. Galvanized _ iron 
lined, without stand, 3 gal., $2.25 ea., 
4 gal., $2.60 ea., 6 gal., $3.35 ea. 


WHITE LEAD. 

All agg ge 100-lb. steel 
kegs, 13%c. per Ib.; 50-Ib. steel pail, 
14%c. per Ib.; 25- Ib. steel err 14%c. 
per lb.; 12%- lb. steel pail, 14%c. per 
lb. New discount, 10 per cent on lots 
of 500 to 2000 Ib.; 10 and 6 per cent 
on lots of over 2000 Ib. 


WOOD PRESERVATIVE. 

Wood preservative, 50-gal. steel 
drum, 37c. per gal.; 30-gal._ steel 
drum, 39c. per gal.; 5-gal. steel pail, 
45c. per gal. 

WIRE CLOTH. 

Black, 12 mesh, $1.55 per 100 sq. ft.; 
Galvanized, 12 mesh, $1.70; Galvan- 
ized, 14 mesh, $2.10; Bronze, 14 mesh, 
$6.00; Copper, 14 mesh, $5.60. 


seta’ Wwe 
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Capitol Garage, Kansas City’s largest, NEVER 
keeps a patron wailing. Only R-W equipment 
assures such service. 


wit. 
AUT-O-DOR 
Glectric Operators 





This entire installation—doors, hardware and power—is 





R-W equipment. The four entrance doors or the four 
exit doors operate independently—or all eight doors may 
be opened and shut simultaneously—from any part of 
the garage or office, by simply pulling a cord or pushing 
a button, several of which are conveniently located. 


Smooth, quiet, certain, trouble-free operation is as- 
sured by many exclusive engineering features which be- 
long to the R-W Aut-O-Dor Electric Door Operator, R-W 
Slidetite hardware and R-W laminated panel doors. 


The low first cost and low final cost of a complete R-W 
installation will be a revelation to you. Write for Catalog. 


Richards-Wilcox Mfg. Co. 


“A HANGER FOR ANY DOOR THAT SLIDES” 
AURORA, ILLINOIS, U.S.A. 


Branches: New York Chicago Boston Philadelphia Cleveland Cincinnati 
Indianapolis St.Louis New Orleans Des Moines Minneapolis Kansas City 
Los Angeles San Francisco Omaha Seattle Detroit Atlanta 
Richards-Wilcox Canadian Co., Ltd., London, Ont. Montreal Winnipeg 
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BOSTON: 


(Boston office of HARDWARE AGE) 

BosTon, May 27.—It is now safe to predict that local jobbing 
house sales for May will run ahead of those for the corresponding 
month last year. In contrast, retail hardware dealers’ sales, with 
mighty few exceptions, will run behind those of last year. May re- 
tail sales will, however, show an increase as compared with those 
for April, but the gain in a large majority of cases will be small. 
Weather conditions this year have been against retail business, while 
a year ago they were favorable. In June and July, last year, it will 
be recalled, retail sales gradually fell off from the April and May 
showing due to weather conditions, consequently there is every rea- 
son to believe 1930 first seven months’ sales will equal if not better 
those of last year. 

Current retail buying embraces garden tools, fencing and fence 
posts, barbed wire, lawn rakes and lawn mowers, garden barrows 
and, in fact, the common run of merchandise that usually moves at 
this period. Bouquet holders have been going big because of the prox- 
imity of Memorial Day. Jobbers are short of some goods, notably 
hose reels, but it is extremely doubtful if this shortage is more than 
2 per cent of the lines carried. Makers have reduced copper tacks, 
but jobbers are quoting as heretofore because sheet copper, etc., has 
advanced and tack prices unquestionably will be revised again by 
manufacturers. Reductions approximating 10 per cent have been 
made on some types of copper and tin wash boilers. Otherwise 
price changes have been few and far between the past week. The 
credit situation seems a shade better than a week ago, but is by no 
means satisfactory to jobbers. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. BOSTON. 


BARBED WIRE. 

Barbed Wire.— Eighty rod reels, 
four point galvanized, $3.70 per 100 RH4, 
lb. net.; catch weight reels, $4.25. No. 45, 6 in., $2 each; No. 49, 4% in., 
Mill shipments, catch weight, four $1.50; No. 545, 5 in., $1.67. Richards, 
point galvanized, in car lots, $3.05 No. 2221, $5 a doz. Universal, No. 
per 100 Ib., in less than car lots, 0020, 6 in., $17 a doz.; 5 in., $15. 


$3.30, two-ply twisted, in car lots, 

aed in P= age car — $3.30. CHEMICAL TOILETS. 
Sighty rod reels, four point, in car- - . ein 

lots, $2.67 a reel, in less than car ener ss Ps yo en 
lots, $2.88; two-ply twisted, in car itiemtniieeen, tae nd powder 
lots, $2.24, in less than car lots, $2.41. ° form. 4.88 a doz. packages net: in 


BOTTLES, (VACCUM). liquid form, $1.35 a can. 
Bottles.— Vacuum, Thermos, No. DOOR MATS. 
24%, W%-pt., 75c. each ~_ No. 24, “* . 
quart, éSc.; extra cups, No. 24Q, $1.75 i aes ee es 
& set; Bins Boy special Giepiay, 98.85 x 30 in., $1.05. Steel wire, $1.47 each 


net. Universal line, No. 521, pint, $1 
each net; No. 522, quart, $1.67; No. 70, = — rubber, 18 x 30 in., $8 


Fs pan $1; Nes, ~" Pint, 41.34; 'N oe 
972, quart, o. 581, pint, 84; 
582 quart, $3.67; No.’ 5191, pint, ais GARDEN TOOLS. 
Garden Sets. — No. 3FSX, steel 
pint, $20; No 592, quart, $30; No. 411, shovel, hoe and rake, $15.40 per doz. 


CAMP KNIVES. 
Camp Knives. — With sheath, No. 
$8 a doz. net. Marble line, 


a doz.; No. 5192, quart, $28; No. 591, 











$4.58 to $21; calcimine, 7 in., $9. 50 to 
$59: paper hanger, 10 in., $2.50 to 


Latches.—Rim, Yale line, night, No. 
42, $13.38 a doz. net; No. 042, $12; 


pint, $10. | sets, net; No. FH, steel hoe, spade, 
| rake and fork, $9; other sets range 
BRUSHES. in price from i0c. per set to 50c. 
Brushes.—Paint, wall, 3% in., 34 to | 
$14.50 per doz. net; “whitewash, 7. -., | LATCHES. 
| 


$16; flat varnish, 2 in., $1.20 to $6; 
oval varnish, $11 to $20.50. 


No. 0343, $12; No. 44, $26.67; No. 
042RB, $12; No. 33, $7.20; No. 20, 


Jobbing Sales Are Ahead of Last Year 
Retail Sales Volume Is Generally Behind 


$6.40; No. 040R, $10.67; No. 36, $8; 
No. 26, $5.33; No. 0340, $10.67; No. 
23 junior, $6.67. 

Latches.—Rim, Yale line, dead, No. 
10, $36 a doz. net; No. 2, $17.60. 


OARS AND OARLOCKS. 

Oars.—Northern fir, copper tipped, 
6 to 7% ft., inclusive, 18c. per foot 
net; hand made ash, 6 to 9 ft., in- 
clusive, 20c. 

Oarlocks. — Galvanized, ribbed 
socket, No. 1, 21c. a pair net; No. 
2, 28c. Round socket, No. 1, 32c. 
North River pattern, No. 200, 43c. 


OUTBOARD MOTORS. 

Outboard Motors.—Neptune Twin, 
$110 each list. Discounts, single mo- 
tor, 20 and 5 per cent; lots of five, 
20 ‘and 10 per cent; lots of ten, 334% 
per cent. 


PAILS. 

Pails.—Galvanized, 8 qt., $2.28 per 
doz. net; 10 qt., $2.54; 12 qt., $2.80; 
14 qt., light, $3.11; 12 qt.; heavy, 
$4.11; 14 qt., heavy, $5.42; 14 qt., 
extra heavy, $6.19. 

Pails. — Wood, two _ hoop, clear, 
$4.12 per doz. net; 3-hoop, clear, 
$4.50; stable, iron hoops, $6.50; white 
cedar, galvanized hoops, $17. 


REFRIGERATORS. 
Refrigerators.—Eddy line, No. 215, 
$72 each list; No. 216, $80; a 217, 
$94; No. 218, $126; No. 732, $37.50; No. 
733, $43; No. 734, ht. No. 3p. ” $52; 
No. 742, $32; No. 760,°$43. 
Discount.—On units, 37% per cent; 
on lots of three, 40 per cent. 


SASH CORD. 

Samson spot, No. 8, 9 and 10, 64c. 
per Ib. net; No. a 65c.; Phoenix, No. 
8, 43c.; No. 7, 44c.; No. 6, = com- 
petitive, No. 8, 32c.; No. 7, 


SPRAYS (FLY). 

Sprays.—Fly, Flit, in % pints, $4 a 
doz. net; in pints, $6, in quarts, $10, 
in gallons, $33. O’Cedar in % pints, 
$4 a doz. net; in pints, $6, in quarts, 
$10, in gallons, $22. 

Sprayers.—Flit, hand, $2.80 a doz. 
net; continuous, $7. 20. O’Cedar, $2.80. 


TENNIS BALLS. 
Tennis Balls.—Penn, white, $4.25 
a doz. net; red, $4.50. Wright & Dit- 
son, Championship, No. C, $4 a doz. 
net; Viscoe covered, red, $4.30. 


WASH BOARDS. 

Colonial Kid, $2.50 a doz. net; 
Colonia Kid, Jr., $3.50; Highland, 
$4.25: Puritan, $5.10; Tory, $3.20; 
Bunker Hill, $6; Plymouth, $6.35. 


WASH BOILERS. 
Copper.—No. 148, $45.60 ys doz. 
net; No. 149, e me = 8, $38.40; No. 
, $40.80. , $23 per doz. 
net; No. 91X, son 50; SNe 81XX, $26.15; 
No. 91XX, $27.85. 


WHEELBARROWS. 





Wheelbarrows. — Childrens’, Paris 
line, No. 00, $4.80 a doz. net; No. 1, 
$12; No. 2, $16.20; No. 3, $21.60; Amer- 
ican National line, garden, No. 5D, 
$5.20 each net; No. 6D, $6.55; No. 7D, 
$9.90 





May Sales and Collections 
Show Improvement Over April 


Improvement over April in both sales 
and collections of wholesale and manu- 
facturing firms is reflected in a survey 
conducted by Credit Monthly, publication 
of the National Association of Credit 


Men. 








Whereas only three cities in the coun- 
try reported brisk sales last month, five 
cities report sales good in the May sur- 
vey. These cities are Albany, N. Y.; 
Reading, Pa.; Lansing, Mich., and Daven- 
port and Ottumwa, Iowa. 

The three latter cities also reported col- 
lections good. Other cities reporting good 
collection were Los Angeles, Milwaukee 


(Reading matter continued on page 80) 





and Sioux City, Iowa. Only four cities 
reported good collections a month ago. 
A majority of the firms contributing to 
the survey in forty-six cities character- 
ized their sales as “fair,” while twenty- 
eight cities reported sales as “slow.” 
Thirty-nine cities reported collections 
“fair,” and thirty-four cities reported 
them “slow.” 
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Buasiness Bailding 
Brushes 


doesn’t take any more time to sell Osborn Brushes and 
make the bigger profits. Every Osborn Brush is a fine 





re 
SR ee oy “ 
ee rma ag 


Osborn Paint and varnish brushes, scratch brushes, floor This is an excel- 
lent brush for all 


brushes, push brooms, they are all made to specifications de- general purposes. 
veloped by Osborn. Get your share of a profit-making 
business. Sell the dependable line of Osborn Brushes. 


JHE OSBORN MANUFACTURING LOMPANY 


5401 HAMILTON AVENUE -: CLEVELAND, OHIO 
| Branch Offices: New York + Detroit - Chicago - San Francisco - Los Angeles 


tool—correct materials correctly designed to meet the ha tag : 
needs of the job. Brush No. 1927. y 
Made in five sizes. 3 
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A Better Wearing Brash for Every Use 
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CLEVELAND: 


(Cleveland office of HARDWARE AGE) 


CLEVELAND, May 27.—An upward trend in the demand for hard- 


ware is apparent. 
gain over April. 


Sales by jobbers so far this month show a fair 
While the larger part of the business is in sea- 


sonal merchandise, the demand for staples has picked up. The 
average size of orders also is larger, indicating an increase of con- 


fidence in the minds of retailers in regard to future business. 


Re- 


tailers report a satisfactory gain in business largely in seasonal 


merchandise. 


Among items that are active are garden hose, lawn mowers, screen 


doors and steel goods. 


bers’ stocks have become depleted. 


Wateringpots are in heavy demand and job- 


In sporting goods lines fishing 


tackle and golf goods are moving well and a demand is now starting 


up for tennis equipment. 
A price reduction of about 5 


per cent has been made on wash 


boilers, tea and coffee pots and other copper and nickel plated ware. 


This reflects the recent reduction in copper prices. 


Bolts and nuts 


have been reduced 10 per cent following a similar reduction by manu- 


facturers. 


Collections are fairly satisfactory, showing considerable improve- 


ment over last month. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. CLEVELAND. 


BOLTS AND NUTS. 


Carriage and machine bolts and lag 
screws, cut thread, 60 and 10 per cent 
off list; % x 6 in. and smaller bolts 
with rolled thread an extra 10 per 
cent discount. 


BINDER TWINE. 


Best grade, $6.11% per bale; second 
grade, $5.73% per bale; car lots 12%c. 
lower per bale, 


BUILDERS’ HARDWARE. 


In case lots, lock sets, $5 per doz.; 
heavy strap hinges, 6 in., $1.55 per 
doz.; 8 in., 7 40 per doz.; extra heavy 
T hinges, 6 in., $1.80 per doz.; 8 in., 
$2.70 per doz.; 10 in., $4.25 per doz. 
Butts, case lots, 3 in. and 3% in., 
l6c. per pair; 4 in., 2lc. per pair; 
for less than case lots, all sizes are 
2c, per pair higher. Butts with sand 
blaster finish are 4c. per pair higher. 
Ornamental hinges, standard finish, 
$1 per doz.; nickel finish, $1.20 per 
doz.; sand blast finish, $1.15 per doz. 


FENCE; LAWN. 


Ornamental, style F, 36-in., 22c. per 
ft.; 42-in., 24c. per ft.; 48-in., 28c. per 
ft.; style L, 36-in., 16c. per ft.; 42- 
in., 18c. per ft.; 48-in., 20c. per ft. 
Dealers’ discount 60 per cent. 


GALVANIZED WARE. 


Pails, competitive line, 10 qt., $2.25 
per doz.; 12-qt., $2.50 per doz.; 14 qt., 
$2.65 per doz.; 16-qt., $3.25 per doz. 

Tubs, 10-gal., $6.15 per doz.; 14-gal., 
$6.95 per doz.; 17-gal., $8 per doz. 

Garbage cans, 4%-gal., $7.10 per 
doz.; 644-gal., $8.30 per doz.; 914-gal., 
$8.60 per doz.; 101%4-gal., $9.80 per doz. 

Watering pots, best quality, 4-qt., 


$5.75 per doz.; 6-qt., $6.75 per doz.; 
8-qt., $7.20 per doz.; 10-qt., $8.25 per 
doz.; 12-qt., .75 per doz.; 16-qt., 


$12.25 per doz. 


GARDEN HOSE. 


Black, oo braid, molded % in. 
in bales, 74%c. per Ib.; same % in., 
8%c. per Ib. Red, double braid, 
molded in bales, % in., 7%c. per lb.: 
% in., 8%c. per Ib.; 56-ft. sections, 
coupled, %c. per lb. higher for both 
grades and sizes. 


GARDEN PLOWS. 
Forest City, $2.75 each; G2 Amer- 





ican Gardner, $4.50 each; Easy garden 
Raiser No. 8%, $5.80 each; No. 10%, 
$6.10 each. 


GRASS CATCHERS. 


Perfection, 12 x 16 in., $8 per doz.; 
16 x 20 in., $9 per doz.; Easy- Empty- 
ing, 12 x 18 in., $10.75 per doz.; 16 x 
22 in., $13.50 per doz. 


GRASS HOOKS. 


No. 10 Clearcut, 
Forest City, $3.60 per doz.; Little 
Giant, $3.25 per doz.; Komet, $2.40 
ee doz.; Atkins, Perfection, $4.75 per 
Oz. 


$5.25 per doz.; 





Contract Construction Gains 
Over Previous Two Years 


Despite a decrease in gross dollar value 
for all building, evidence that the volume 
of legitimate contract construction is now 
greater than at the same time in either 
1928 or 1929, was revealed in a statistical 
study made public by the Associated Gen- 
eral Contractors of America. 

The study also shows that a new all- 
time high record was established in the 
total award of surface payment contracts 
during the first three months of the year. 
The total of these awards increased 63 
per cent over that of the first quarter of 
1929, the study indicates. 

Bearing out its earlier predictions that 
there is to be an exceptionally large vol- 
ume of engineering construction this year. 
the association’s analysis discloses that 
long-term State and municipal bond issues 
for the first quarter ran well in advance 
of the same period last year, totaling 


$106,000,000 for March and averaging 
$96,700,000 monthly, as compared with 
$88,200,000 during the first quarter of the 


previous year. 





Demand Has Shown Improvement — 
Some Price Reductions Are Effective 


GRASS AND PRUNING SHEARS. 


Goodwin grass shears, No. 10, $13.80 
per doz.; No. 20, $10 per doz. ; Clear- 
cut, No. 800, $6 per doz.; No. 1000, $10 
per doz.; Wise, No. 600, $12 per "doz. 
Doo-Klip grass shears, $10.80 per 
doz.; Doo-Klip long handled grass 
shears, $18 per doz. 

Pruning Shears. — Clearcut, No. 
1104, $11.50 per ae Pexto, No. 60, $8 
per doz.; No. 5, $3. 50 per doz.; No. 
505, $7.25 per doz.; Doo-Klip pruners, 
$10.80 per doz. 


LAWN GOODS. 


L. R. Nelson Mfg. Co., Perfect 
Clinching hose couplings, $1.90 per 
doz.; female ends, $1.30 per doz.; Per- 
fect Clinching hose menders, 80c. per 
doz.; Rainbow nozzles, $3.80 per doz.; 
Sprinklers, Rotary, $11. 60 per doz.; 
er $5.75 per doz.; Crest, $5.65 per 


NAILS AND WIRE. 


Nails.—Factory shipment, car lots, 
$2.30 per keg.; less than car lots, 
$2.40 per keg for factory shipment 
and $2.50 per keg for stock shipment; 
other products for stock shipment: 
No. 9 galvanized wire, $3.05 per 100 
lb.; No. 9 annealed wire, $2.60 per 
100 lb.; polished fence staples, $2.90 
per 100 lb.; galvanized fence staples, 
$3.15 per 100 Ib.; coated nails, $2.50 
per keg. 

Barbed Wire.—Lyman 4-point cattle 
wire, $2:88 per 80-rod spool; hog wire, 
$3.12 per 80-rod spool. 


POULTRY NETTING. 


Galvanized after weaving, 60 per 
cent off list; galvanized before weav- 
ing 60 and 10 per cent off list. 


PAINTS AND VARNISHES. 


Mixed paints, first quality, $2.90 to 
$3 per gal. for colors, and $3.05 to 
$3.10 for white. 
Turpentine in drums, 53%4c. per 
gal.; in 5-gal. lots, 71%c. per gal, 
Linseed oil in drums, $1.14% per 
gal.; in 5-gal. lots, $1.32 per gal. 
White lead in 100 lb. kegs, 13%c. 
per Jb.; in 50 and 25 Ib. kegs, 14c. 
per lb.; in 12% lb. kegs, 14%c. per lb. 
Quantity discount, 500 lb. to 1 ton, 
10 per cent. One ton or more, 10 per 
cent and 4 per cent. 
Enameling lacquers, $1.20 to $1.65 
per qt. 


RUBBISH BURNERS. 


Canco No. 51, $4.20 each; No. 81, 
tag each; Cyclone Catchall, $21 per 
Oz. 


SCREEN DOORS. 


No. 288, 2.6 x 6.6, $19. ~" pee doz. ; 
2.6 x 6.8, $20 per doz.; 2.8 x 6 8, $20 per 
doz.; 2.8 x 7, $20.75 per doz.; 210 x 
6.10, $21.25 per doz.; 3 x 7, $22 per doz. 


PANEL DOORS. 
With pee wire, No. “s 2.8 


x 6.8, $29.75 per doz.; 2.8 x 7, $31.50 
per doz.; 2.10 x 6.10, $32.40 per doz.; 
3 x 6.8, $32. 75 per doz.; 3 x 7, $33.60 
per doz. 


PREPARED ROOFING. 


Common grade, light, 82c. per sq.; 
medium, $1 per sq.; heavy, $1.18 per 
sq.; better grade light, $1.03 per saq.; 
medium, $1.32 per sq., heavy, $1.55 
per sq. 

Slate surface roofing, $1.77 per sq. 


SHEATHING PAPER. 


A grade 85c. per roll, 
roll; C 45c. per roll. 


WINDOW SCREENS. 


Wood, extension 10 x 30, $2.95 per 
doz.; 15 x 33, $3,40 per doz.; 18 x 33, 
$3.75 per doz.; 24 x 33, $4.45 per doz.; 
24 x 37, $4.70 per doz.; 28 x 33, $5.25 
per doz.; 28 x 37, $5.60 per doz. 


B 60c. per 
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CATALOGS AND DEALERS’ HELPS 


AVAILABLE FROM MANUFACTURERS 


Greenlee Tool Catalog 
Shows Key Items 


Greenlee Tool Co., Rockford, IIl., has 
just issued a catalog showing the key 
items in the Greenlee line. The tools, il- 
lustrated in color and fully described, are 
the specialized tools for electrical work- 
ing in metal. Chisels, bit extensions, ex- 
pansive bits, auger bits, reamers, joist 
borers and cutters are shown. 

In the back pages of the catalog there 
are pages of instructions for sharpening 
bits and chisels. 


Marshalltown Trowel 
Catalog Is Now Ready 


The latest catalog of the Marshalltown 
Trowel Co., Marshalltown, Iowa, is just 
off the press. This company’s line of 
tools for plasterers, bricklayers, cement 
workers, tile setters and tuck pointers is 
fully illustrated, described and priced in 
this interesting and attractive catalog. 

One of the features of the catalog is 
the attention given to the Extralite plas- 
tering trowel, said to enable workers to 
work more easily with less strain on arms 
and wrists. 


Fishing Tackle Display 


Pflueger Fishing Tackle, manufactured 
by The Enterprise Mfg. Co., Akron, 
Oho, is advertised by a window display, 
lithographed in eight colors. It is 34 in. 
at the base and stands 35 in. in height. 

In this display piece, the Bass leaps, 
the Rainbow Trout darts and the Muskal- 
longe makes a savage rush. These fish 
are portrayed in life size and in natural 
colors. The fish are shown against a 


background of water and waves, making 
for the types of tackle which are used to 
lure them to the fisher’s line. 





Morse Drill Issues 
Pocket Edition Catalog 

Taps, sleeves, sockets, twist drills, wire 
drills, wood drills, countersinks, reamers, 
mills, cutters tap wrenches, die stocks and 
drill holders are illustrated and described 
in the new pocket edition of the catalog 
of the Morse Twist Drill & Machine Co., 
New Bedford, Mass. Dimensions and 
some specifications are given of the tools. 
There are lists of prices quoted in this 
booklet. 


Alliance Doo-Klip Advertising 


Folders for distribution by mail, over 
the counter and for inclssing with pack- 
ages are offered by The Alliance Mfg. 








& ALUANCE MANUFACTL 





Co., Alliance, Ohio, to help the hardware 
dealer sell Doo-Klip products. 

They are printed in two colors and il- 
lustrates and describes the entire Doo- 
Klip line. 
Paneled Federalware 
Dealer Helps Issued 


The Federal Enameling & Stamping 
Co., Pittsburgh, Pa., is offering attrac- 
tive dealer display material on the new 
line of Paneled Federalware. A _five- 
piece window display in four colors is 
included with each introductory offer of 
39 pieces of kitchenware, to retail at 
prices divided into five groups, gov- 
erned by the size and type of utensil. 
Each piece of this colored display shows 
three items with the suggested resale 
price. 

A 24-page booklet printed in colors 
describes the manufacturing processes 
and illustrates the items offered and five 
parts of the dealer display. Supplemen- 
tary bulletins describe white Iron City 





. pattern utensils, in plain shapes, with 


green trimming, ivory Old Holland pat- 
tern with green trimming and the sim- 
plified line of gray mottled enamel steel 
ware. 


An Extra On Universal 
Vacuum Bottles - 

An attractive and colorful trade broad- 
side has been issued by Landers, Frary 
& Clark, New Britain, Conn. It is an 
ingenious poster in green, white and 
black, showing a newsboy, with an arm 
cut to allow the insertion of a miniature 
four-page paper in black and red. The 
“extra” announces a free picnic lunch 
set with each Universal Vacuum Bottle 
sold. 


American Chain Co., Inc. 
Issues Chain Information 


American Chain Co., Inc., Bridgeport, 
Conn., has just issued a book that in- 
cludes facts~and figures concerning all 
types of welded chain. Tables of sizes, 
weights, loads and directions for measure- 
ments are shown. 

Ordering chains in accordance with the 
A.S.T.M. and A.R.A. specifications is ex- 
plained in this book, together with ex- 
cerpts from the specifications. Rules and 
cautions issued by the Chain Institute are 
also indicated. 


Page Fence Dealer 
Display Card 


A very attractive poster has been is- 
sued by Page Steel & Wire Co., Bridge- 
port, Conn. It is drawing No. 4068; 
executed in several shades of green and 





other colors, offered to dealers carrying 
Page Farm Fence. It shows a roll of 
fencing against an attractive colored 
background. 
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SELES 


Easily Because 


It washes perfectly — 


¥ 


Its handsome vitreous enamel tub is kept 


clean easily — 


¥ 


A 4000 hour working test shows its 
mechanism good for 20 years of 
ordinary family use — 


¥ 


It has a price that c.oses the sale. 


¥ 


Brammer Washing Machines have been build- 
ing a reputation for themselves among dealers 
and consumers since 1866. Here and there, 
territory is still open. What about your com- 
munity? Write for details, prices, sales plan. 
BRAMMER WASHING MACHINE CO. 


Davenport, lowa 











BRAMMER Gas G-617 


Powered by a Briggs & Stratton, single cylinder, 
% H. P. air cooled gasoline engine, with step self- 
starter. Unrivalled where electric power is not 
available. 


BRAMMER Efectric 617 


Powered by underslung, apron protected motor 
of % H. P. 110 volt, 60 cycle A. C. type. Positive 
drive by V-shaped belt. Famous Brammer agitator 
of aluminum. 


BRAMMER 


WASHERS 














€ fe) U P Oo N 
BRAMMER WASHING MACHINE CoO, 
1446 Rockingham Road, Davenport, lowa 
Please send me complete information on your 
0 Electric 0 Gas Washers 





Name 


Street 


City Salt IIe lie iccdadeetead 
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Hana him a 
Maydole. let him heft 
it, swing it. try its 
remarkable hang... 
the hammer will sell | 
itself, the customer. 
will buy without 

urging. 
You'll sell more hammers if you 
display and recommend Maydoles. 
Your jobber can supply you with 


standard assortments or the styles 
and weights you need. 





Write for a free supply of Pocket 
Handbooks 23 “C” 
YOUR HAMMER. SINCE 41843 
S&S 
@ 


Hammers 


The David Maydole Hammer Co..Norwich NY 








Hawes Indoor Incinerator 


The Hawes Indoor Rubbish Incinerator 


| is a compact safety rubbish burner, pri- 


ec 


marily intended for the disposal of com- 
bustible rubbish, such as paper and sweep- 
ings. This incinerator is not meant as an 
appliance for the disposal of wet garbage, 
tin cans or glass bottles. 





Hawes Mfg. Co., Inc., Worcester, Mass., 
produces this appliance. By opening the 


| sliding top lid emptying the rubbish into the 
| container and dropping a match into it, 


burn. <A _ con- 
bottom needs 


start to 
at the 


will 
drawer 


the rubbish 
venient ash 


|to be emptied only about once every two 


or three months. 


This incinerator has a capacity of ap- | 


proximately six waste baskets full and may 
be connected by a 6-in. stove pipe to any 
chimney outlet. It is made of heavy black 
iron, thoroughly reinforced, and the joints 
are electrically welded. Outer dimensions 
are 24 by 15 in. at the top. It stands 29 
in. high, exclusive of piping. 


Sunnysuds Imperial Washer 


General Utilities Mfg. Co., Detroit, 
Mich., is producing the Sunnysuds line 
of washing machines, of which the Impe- 





rial model, here illustrated, is the highest 
priced member. It has a tub of solid, 
corrosion-proof Monel metal, polished to 
a high luster, and the interior is polished 
smooth for easy and thorough cleaning. 

Wringer and control handles are chrc 
|mium-plated, assuring protection against 
|rust, washing chemicals, water and wear, 
according to the manufacturer. This ma- 
chine has a new type of agitation wash- 
ing action, which is gentle on the clothes. 
Water is forced from the bottom of the 
tub outward to the sides, then up and back 
to the center, carrying the clothing along 
by continuous motion. At the corners of 
the octagonal tub, cross currents are set up 
that reduce the washing time. Because of 
this action there is no splashing, and the 
lid can be lifted off, enabling the removal 
of clothing while the machine is in opera- 
tion. 

There are also offered in this line the 
Model T and Model K, lower priced, 
having the general working features but 
with different tub finishes. 








Universal Curling Iron 


A new electric curling iron, No. E9503, 
has been added to the Universal line, man- 
ufactured by Landers, Frary & Clark, New 
Britain, Conn. It is equipped with separa- 
ble connector plug, which enables its use 
for curling hait by use of stored heat, 
without the bother of connecting. Rod is 





} 





5/16 in. in diameter and heats quickly and 
| evenly over entire length, minimizing dan- 
|ger of scorching, says the maker. 

| An insulated thumb button makes this 
curler easy to handle. Rod and clamp are 
finished in highly polished nickel-plate, and 
| wooden handle is finished in green enamel. 
| It is equipped with 6 ft. green silk heater 
cord. Weight is 9 oz., packed in individ- 
ual box. There are 12 curlers packed in a 
unit carton, 

| 
| 


Nalco Decorative Lamps 


North American Electric Lamp Co., 114- 
24 South Grand Boulevard, St. Louis, Mo., 
offers the trade three new types of Nalco 
decorative lamps. These lamps are; the 
Gothic type, Modernistic Flame and Candle 
| style. 

These lamps are of the medium screw 
|base type and are available for 110, 115 
land 120 volt current. Gothic shape Y 16% 
land the Modernis.ic flame X 16% are also 
available 

in ivory, black 
on ivory, gold 
jon amber and 
|silver on old 
rose. Candle 
|style TC9 is 
finished in 
ivory, red and 
yellow. 
Special __fin- 
ishes according 
|to the retailer’s 
needs, are also 
| available. 
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Gasoline Lamps and Lanterns 


A. J. Lindemann & Hoverson Co., Mil- 
waukee, Wis., offers the trade a new line 
of lamps and lanterns. No. 115 Lind-O- 
Lite lantern has a bright nickeled base 
with a green porcelain enameled top and 
white under side. These lanterns are rain- 
proof and wind-proof. Measurements are 
1414 in. in height with bail down, and 6% 
in. at the base. The capacity of fount is 








2 pints. Diameter at the top is 9 in. Each 
lantern equipped with pair of 
mantles, extra generator, wrench and tip 
cleaner. Lantern No. 110 has the same 
characteristics, but has a narrow top. 


is one 





Lind-O-Lite lamp No. 320 is finished in 








jade green with heat resistant ivory glass | 


shade, beautifully decorated in colors. 


These lamps stand 19 in. in height, measure | 


8 in. at the base and the capacity of the 
fount is 3 pints. Lamps are furnished with 
the same equipment as the lanterns. This 


style lamp is available in ivory onyx, with | 


heat resistant ivory glass, No. 340. No. 
330 is finished in burnished hammered 
gold effect with heat resistant ivory glass 
shade. A lamp in hammered silver effect 
is available with white opal glass shade. 
It is No. 310. 


| 





Universal Electric Irons 


Landers, Frary & Clark, New Britain, 
Conn., are producing two new Universal 
electric irons with the tip-up feature. Nos. 
E9709 and E9770 are for household use. 
They are equipped with permanently at- 
tached heat-proof tip-up stands for con- 
veniently setting on end without scorching 
the material on which they rest. 





No. E9709 has special round heel, 
tapered point and finely beveled edge, en- 
abling its use in ironing backward and 
sideways without wrinkling the fabric. It 


has ebonized mahogany handle and is 





nickel plated. Weight is 6%4 lb. and ship- 
ping weight is 8 Ib. 

Iron No. E9770 is a well built and bal- 
anced standard household iron with large 
ironing surface and heat storage capacity, 
with ebonized mahogany handle. It 
weighs 6 Ib. and the shipping weight is 
734 |b. Both models have a capacity of 
580 watts. They are packed in individual 
cartons and there are six in a unit pack- 


age. 





Dandy Juice Extractor 


Dandy Juice Extractors, No. 80 and 81, 
are offered to the trade by New Standard 
Corp., Mount Joy, Pa. These extractors 
are made of Tuf Glas, a glass said to be 
of very durable quality and unbreakable 
steel. 

The deep bowl and low set reamer are 
designed to prevent splashing over the rim. 





A low speed drive gives ample power, and 
it is claimed that it cannot stall the reamer 
while operating, an additional anti-splash 
feature. It is made for handling large and 
small fruits, and a ball at the top of the 
reamer prevents cutting through fruit and 
injuring hands. 

A tinned metal strainer inset retains fruit 
pulp and seeds and does not discolor juice. 
This appliance is made in blue, green and 


| yellow. 





| 

















Bakatax display cartons and 


individual boxes are mod- 





ernly designed and attrac- 
tively printed. With their 
bright color scheme of black, 
white and green, they have 


a real sales appeal. 


This new line of tacks offers many 
unusual advantages which put them 
in the profit-making class. Write for 
free sample, and give your jobber’s 
name. Geo. Baker & Sons, Inc., 
Brockton, Mass. 


BAKATAX 
JULY 





is the publication 
date of the RETAIL 
CONVENTION 
NUMBER of HARD- 
WARE AGE. 


@ The Final Adver- 
tising forms close 


24 
JUNE 
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A Double 
Achievement! 


New Can Opener 
Performs for 
Dealer and Customer 


Retail 
Price 


25¢ 


Liberal 
Profits 


Quick Facts 


The B-C Junior 
cuts the top of 
can OUT, not off. 
Opens cans easily 
—a child can use 
it Leaves a 
smooth edge. You 
can’t cut or even 
scratch your 
hand. 

Opens cans of any 
size or shape. No 
spilling. Entire 
contents can be 


removed as 
packed. Acts as 
handle for can 


when being emp- 
tied. 


Make These Extra 
Profits—Write Today 


USE THE COUPON 
SS SSS SRR RRR ee eee eee 
THE BUNKER-CLANCEY MFG. CO. 
Kansas City, Mo. 
Gentlemen: Please send me prices and 


details of the B-C Junior Can Opener 
—also other B-C products. 




















| 
| 

















Albany Bread and Cake Sets 


A new line of spruce bread, cake and 
cheese boards is offered to the trade by 
the Albany Door Co., Albany, Ore. Aldcu 
is the brand name. 

This cake cover and board set are 
matched to sell as a complete set. There 
are flower, bird and butterfly patterns of- 
fered as decorative schemes. 


The body | 





maker. The check has no exposed springs 
and it is supplied with easily applied steel 
drawn brackets. The diameter is 1 in. 
and the length is 10% in. 

Type No. 400 is larger and is designed 
for storm doors in particular. It has 
a diameter of 1% in. and is 11% in. in 
length. For use with doors where there is 
no jamb bracket, No. 500 is supplied for 
door openings. The door checks are packed 


swedge and bottom rim have a beautiful | in attractive individual cartons. 


gold stripe. The cover is extra high and 








is equipped with a glass knob. Inside 
the finish is bright and smooth tin. Cake 
board is odorless and tasteless and has a 
flat surface. The cover measures 12% in. 
by 43% in., and the board is 12% in. in di- 
ameter. Covers are packed 6 to a carton, 
and cake boards are packed 2 dozen to a 
carton. 

Bread board sets are offered which con- 
sist of knife and spruce board. They are 
offered in a variety of sizes and shapes. 
The board edges are finished in lacquer 
enamel and are available with floral deco- 
rations on the rim. The knives are fin- 
ished in colors to match the boards. 


Shut-E-Zee Door Check 


A simple door check known as the Shut- 
E-Zee is offered the hardware trade by 
C. E. Niehoff & Co., Chicago. It fits all 
doors of either right or left swing and can 
be installed in a few minutes. 








Type 300 opens the door 180 deg. by 


|means of a jointed plunger rod and has 


an easy adjustment for proper compression. 
It has a bronze finish, which is rust-proof 
and it is waterproof, according to the 


| 











Nalco Health Lamps 


North American Electric Lamp Co., St. 
Louis, Mo.,*is producing two new models 
of infra-red therapeutic lamps. They are 
equipped with a scientifically designed re- 
flector, said to insure equal heat distribu- 
tion without any hot spots. They are 5 in. 
in depth and have a diameter of 734 in. 





Model 1 has a long flexible arm, mak- 
ing it adjustable to any position. It can 
be used on chair, table or desk, and may 
be easily converted into a reading or stu- 





dent lamp. The light compact hand type, 
No. 2, may be advantageously used for 
short treatments, where a rather large 
area is to be covered. Both models have 
highly polished reflectors and are equipped 
with 200 watt, 120 volt Nalco therapeutic 
bulb. These infra-red therapeutic bulbs 
may be had in 32 or 220 volt type. 
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Swanks Sell Electric Refrigerators as 
Comfort Health and Economy 


(Continued from page 53) 


rates on the merits of it, stating that no wood what- 
soever is used and the cabinet is built to give a lifetime 
of service. The salesman then offers to remove any 
screw in the cabinet that the prospect specifies in order 
to show conclusively that every screw is not a wood 
screw but a machine screw, denoting the all-metal con- 
struction. 

Most refrigerators sold by the firm are sold on the 
partial-payment plan. Not less than 10 per cent of the 
purchase price is accepted as a down payment, and a 
real effort is made to secure a larger amount. In the 
past the unpaid balance was divided over a period of 
twelve months with 6 per cent interest being charged. 
At the present time a plan is being formulated to extend 
the period of payments to eighteen months at the con- 
venience of purchasers who would find this more con- 
venient. Interest at the rate of 9 per cent will be 
charged over the eighteen-month period, which is pro- 
posed. Trade-ins are avoided, although in such cases 
the store offers to place the used refrigerator or ice- 
box on display in a special space on the sales floor 
devoted to used refrigerators, and will attempt to dis- 
pose of it. When it is sold the purchaser is then cred- 
ited on account with the actual amount derived from 
its sale. Many used boxes have been disposed of in 
this manner with satisfaction to all concerned. 





There is a Better Way to Sell 


Linoleum 
(Continued from page 47) 


edge of interior decoration on the part of the linoleum 
salesman is a decided asset. In most instances it is said 
that the average prospect for linoleum has a better under- 
standing of the most appropriate type to select for a 
given room than has the average salesman. In recent 
years the growing trend for the color ensemble idea in 
home furnishings has enabled the wide-awake linoleum 
salesman to increase his sales through ensemble selling. 
The majority of prospects for linoleum, upon entering 
a store, do not have any definite idea of what is wanted 
in color or design. This fact may be easily verified by 
asking each prospect to describe the type of floor cover- 
ing she has in mind. 

As a rule, it will be found very helpful in develop- 
ing a sale to have the prospect describe the room in as 
detailed a manner as possible. Then, in order to pro- 
vide competent advice and suggestions, it behooves the 
salesman to use the knowledge he has acquired on inte- 


rior decoration. When the salesman has developed a 








No. BB 220 


GRIFFIN 


—<—7- Ball Bearing ~~ 


BUTT HINGE 


Combines all the essential require- 


ments of a practical Ball Bear- 
ing Hinge. Designed to provide 
lasting service, wear and 
strength to match the beauty and 
harmony of the modern building. 


FURNISHED IN ALL LEAD- 
ING HARDWARE FINISHES 


RIFFIN 


anufacturing Company 


ERIE, PENNSYLVANIA 
MANUFACTURERS 


Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 76 BATTERYMARCH 
CHICAGO: 555 W. RANDOLPH Sr. SAN FRANCISCO: 703 Market Sr. 
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hetter than the average appreciation of colors and pat- 
terns, he can then recommend those that are particularly 
suitable for specific surroundings. If the tentative sale 
involves a large enough sum to warrant it, a first-hand 
impression can often be obtained by visiting the pros- 
pect’s home. 

Consumers rarely realize the importance of selecting 
suitable patterns, and the store that provides helpful 
information in this regard occupies an advantageous 
position. Often large designs or unharmonious colors 
are used in small kitchens, where blending colors would 
be much more appropriate. In many instances the ma- 


jority of patterns are chosen without taking the size 
of the room into consideration. Every effort should be 
made to foster color harmony and the ensemble idea. 
Neyhart’s, of course, are prepared to lay linoleum for 
their customers, and the patron has the choice of two 
different methods. In either case, the customer pays 
an additional charge for the work entailed in laying the 
linoleum. For simply tacking it down in the usual man- 
ner, 20 cents per square yard is charged. If the patron 
prefers to have it permanently cemented to the floor the 
charge is 75 cents per square yard, and the latter method 
includes the necessary special paper and cement. 


Tlaeit’ s Nothing New kiwdler the Sun 


(Continued from page 65) 


the weak spots in your own knowledge. Teaching leads 
to a study of other minds, great patience and to a selec- 
tion of words and methods to reach these other minds. 
It is a thorough training. It is not surprising that some 
of our greatest men have been teachers. 
‘6s 

The most valuable men in your organization, among 
your buyers, your salesmen, your department managers, 
your foremen, are those men who having a deep knowl- 
edge of their own work also have the ability and the 
desire to teach others, and who take pleasure in the task. 
There is nothing helpful about the vestpocket man. He 
is a sponge that sucks in and never gives out. 

Radium is the most valuable element in the world. 
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TRADE 


AIR DRIED STOCK 
HAND SPLIT, HAND SHAVED RUNGS 
POSITIVELY STRAIGHT GRAINED 
AUTOMATIC SPRING LOCKS. 
WRITE FOR LATEST PRICES 


W. W. Babcock Co., Bath, N. Y. 


BaRcon 


MARK 


Close Top Fruit Victor 


The peculiar quality of radium is that it constantly gives 
off power, but still has the ability to re-create itself. The 
giving off of power increases power. That is what we 
call “radioactivity,” a secret of nature. 
ce S 

Well, well, well! What a lot of moralizing. But last 
night I again read that little book, “How to Think,” by 
Abbe Dimnet. He said that the one rule for producing 
literature is just to write what you are thinking, no 
matter what it is. So today, as I am thinking these things 
I have just written them. Thoughts are arrows shot out 
by the printed word into the vastness of space. I some- 
times wonder, where these arrows go. Where they 
strike. What are their effects for good or evil. Some 
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day, if there is a great accounting, what a lot of surprises 
some of us will have. Some of the big arrows we have 
shot with much pomp and circumstance will turn out to 
be duds. But I believe that some of the little arrows that 
we have sent out just for the pleasure of the doing will 
be found to have traveled long distances and found their 
marks in other responsive minds. No one knows—no one 
will ever know. 

Now, this article is inspired by a letter I have before 
me, from an old friend, and probably this letter can tell 
its own story more eloquently than any words from me. 
This friend needs no words of compliment from my pen. 
His long, honorable record in the hardware business 
speaks for itself. The business of being a buyer is a 
very difficult one. I mean it is difficult in its obligations 
and its loyalties. One thing I will say about my friend 
Mr. Perkins, and I am sure what I say will be echoed by 
manufacturers all over the country. He has always been 
frank and straightforward. He was slow to promise, but 
his promises have always been kept. As a buyer, Mr. 
Perkins kept faith with his house, with the customers of 
his house, and also with the manufacturers from whom 
he bought goods. 

Here is his letter, which was written to me personally, 
but I am going to give it to the trade at large because I 
am sure this letter could just as well have been written 


to Mr. Perkins’ hundreds of friends in the hardware 
business. Friends among retail dealers, jobbers and man 
ufacturers : 
DeaR Mr. NorvELL: 

This is to tell you that ‘at our next annv # meeting, 
May 27, I am resigning as vice-president atm! managing 
buyer of this company. I shall remain on the Board of 


Directors. My connection with the company has covered 
a period of 38 years, following five years with the old 
jobbing house of A. F. Seeberger & Co. of Chicago. 

My management of the buying department has cov- 
ered a period of 20 years. Preceding that 20-year period 
my activities were entirely those of buyer, and at one 
time those activities covered four departments. 

Up to this moment I have served as a director for 30 
years, and so it is I have had broad and mighty interest- 
ing experiences. 

In 1887, early in my first year’s experience in the 
hardware business, I was told that in ten years there 
wouldn’t be a hardware jobbing house in America, the 
manufacturers’ agents that were establishing themselves 
along Lake Street in Chicago would displace the jobber. 

Having when a youngster already visualized myself 
as a wholesale merchant and having elected hardware 
as the field that appealed mostly to me, I refused to be 
impressed, and stayed on. 

Next came the department stores with their price- 
cutting practices reaching into all lines of merchandise, 
and in the eyes of many threatening the small merchants 
that confined themselves, for example, to the hardware 
business. 

In those days the department store could be conducted 

(Continued on page 97) 














Get Ready for the Big “Drive”’ for Summer 
Business ! 
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OUCK & RUBBER @ 





Send for Our 
New Catalog! 


This new catalog is just off the press. Please 
send for a copy, which illustrates in colors, 
and otherwise, our complete line of the 
PEERLESS Folding Furniture. A delight- 
ful and profitable family of merchandise, 
strictly of QUALITY. Made for hard usage, 
and utility, more so than merely to sell—but 
see our catalog! (Use the Coupon) 


PEERLESS 


Folding Furniture 


This is a popular line of Folding Furniture. 
It includes those colorful chairs, straight and 
reclining, stools, cots (over 100,000 are sold 
each year), tables as well as our all-wood 
Folding Chair — the TUCKER’WAY, as 
strong as an ox! This’ furniture is made 
in colors. For camp, lawn, home and other 
uses. Samples will be sent. They may be 
returned or kept as part of order. 


Our Representatives Will Happily 
Call or Write You ~ 


(Let the one closest to you hear from you 
or write to us direct.) 


L. T. Decker, 7429 Jeffery Ave., Chicago, Ill. 
H. S. Cleveland Co., 115 S. E. 4th St., Minne- 
apolis, Minn. 

A. Darusmont, Jr., 

49 Central Ave., 


Cincinnati, Ohio. 
M. W. Mitchell, 119 
S. Queen St., York, 
Penn. 

Alden Glaze & Co., 
121 Second St., San 
Francisco, Cal. 

L. W. Clarke, 1140 
Broadway, New York 
York City. 

G. J. Smeltzer, 437 
Gladstone Ave., To- 
ronto, Ont., Canada. 
E. L. Roach & Co., 
Inc., 216 Chestnut 
St., Philadelphia, 
Pennsylvania. 
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TuckKER Duck & Rus 
BER COMPANY, 

Fort Smith, Arkansas 
Please send free cata 
log. Send samples of 












(Will be returned or kept 
as part of order) 








Warehouses in eee 
Principal Cities. 
TUCKER DUCK 
& RUBBER CO. 


Fort Smith, Arkansas 
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Comments of Our Readers on Topics of the Trade 


Should a Hardware Store Carry 
Two Qualities of Paint? 


Montvate, N. J.—I believe that 
if I were a dealer I would bend 
every effort to compete with local 
and such chain store competition as 
I might encounter. 

Today, delivery service from the 
manufacturer and jobber is speeded 
up by motor haulage, and it is not 
necessary to carry large stocks of 
paint. Where the dealer has a $2.70 
per gallon price to meet, he can carry 
a small line of second grade paint 
for price buyers, and it also helps to 
sell better grade paints by bringing 
out to the consumer the selling points 
of the first grade paint, such as qual- 
ity, durability, etc. 

The average intelligent consumer 
will readily buy and even ask for the 
best paint. I find the hardest part of 
a paint sale is to get them to buy a 
good brush, as very often they will 
ask for the best paint at $3.50 per 
gallon and request a 50c. or 75c. 
brush. That is when the sales person 
can display his ability to sell a good 
brush, as the brush and application of 
paint is one half of the job. 

I do not believe that any concern, 
large or small, can afford to contend 
that the quality of an item is not good 
enough for them, if the item can be 
sold and a profit made from the sale. 

That is why so-called progressive 
concerns are going ahead, because 
they either lead or follow competition 
(I would prefer to lead) and you 
have to do this to live in this grand 
rush for the consumer’s dollar today. 

A HarpwareE CLERK 





Price Control Within the Law 
New York, N. Y.—I have read the 
three short articles by Saunders Nor- 
vell that you have republished in book- 
let form, and found in these articles 
some helpful thoughts for the whole- 
sale and manufacturing trade. | wish 
to accept your invitation to comment 
on these articles and have selected, in 
my opinion, the most important: 
“Price Control Within the Law.” 
The bugbear of violating the Sher- 
man law and the Clayton act has 
grown to such a proportion that the 
trade in general is now afraid of its 
own shadow. For example: A few 


years ago I requested a trade organi- 
zation of which I was a member to 
have the organization go on record 
as favoring the strict adherence to 
terms by its members, especially in 
regard to refusing to allow cash dis- 
count contrary to their terms. Mind 
you, I did not suggest that the mem- 
bers agree to any certain terms, but 
only to strictly and impartially live up 
to the terms they had adopted as a 
part of their selling policy. My pro- 
posal met with instant and almost 
unanimous objection on the part of the 
members who declared it a violation 
of the law to make any such agree- 
ment, and they feared they would be 
prosecuted. Surely such action could 
not possibly be construed as price fix- 
ing nor in restraint of trade. The two 
aforementioned laws have so scared 
the merchant that he is afraid to talk 
prices over the luncheon table with a 
competitor. 

During the life of both of these 
laws certain manufacturers have 
shown some bravery by refusing to 
sell firms who would not agree to 
maintain the resale price fixed by 
them on their product. I recall one 
firm that did so and did not in any 
way hide their action, but to the con- 
trary, sent out a circular letter to all 
wholesalers that they had refused to 
sell a certain large department store 
and forbade these wholesalers to sell 
the department store in question. The 
penalty to be imposed on any jobber 
caught selling this department store 
was their removal as one of the whole- 
salers distributing their merchandise. 
In fact, at one time, they would not 
sell a jobber who refused to sign an 
agreement not to sell this store. I 
understand that this agreement has 
been discontinued, but this restriction 
is still in force. 

Notwithstanding the fact that this 
large department store had won its 
case against the Victor Talking Ma- 
chine Co. some years prior, no suit 
was ever started against this manu- 
facturer, who not only refused to sell 
them but also forbade their distribu- 
tors to sell them. The reason for their 
failure to bring suit was not because 
the product was not essential for them 
to have for sale; to the contrary, for 
during the past fifteen years this de- 
partment store has made every effort 
to induce various jobbers all over the 


United States to sell them this mer- 
chandise. They have been success- 
ful, to some extent, in securing small 
quantities of the goods, but just as 
soon as a jobber is caught selling this 
store he is eliminated as a distributor. 

As stated by Mr. Norvell, both of 
these laws are not very clear even to 
the legal fraternity. It appears that 
decisions contrary to each other have 
been rendered. Some years ago the 
Atlantic & Pacific Tea Co. brought 
suit against the Quaker Oats Co. for 
refusing to sell them their product 
because they had cut the price fixed 
for resale by them. I recall that 
Judge Hough wrote the decision in 
this case, and it was quite a master- 
piece. The suit was dismissed and the 
costs levied against the plaintiff. This 
decision in full was broadcast by re- 
prints at the time and therefore must 
have been read by a great many in- 
terested merchants. 

In regard to the legality of any 
group of manufacturers or jobbers 
agreeing to maintain or fix prices, 
there is still quite a diversity of 
opinion, but there appears to me quite 
an important point in regard to price 
agreements that I have never heard 
mentioned in any articles on this sub- 
ject. I refer to the question as to 
whether or not it is legal to make 
such agreements within one State. 
Both the Sherman law and the Clay- 
ton act are Federal laws and can only 
be enforced against violations of in- 
terstate commerce; these laws are 
not enforceable against commerce 
that is intrastate. 

It may be of interest to your read- 
ers for me to relate that about three 
years ago I heard a Federal judge 
charge a jury to that effect in a case 
where a New York City firm had re- 
fused to sell another firm its product, 
and had also by phone instructed an 
agent in Brooklyn, N. Y., to also re- 
fuse to sell this firm. The Judge in- 
structed the jury to bring in a verdict 
for the defendant on the ground that 
the plaintiff had not alleged that the 
refusal by either of the firms in ques- 
tion had taken place in other than 
New York State; and as this was in- 
trastate business and not interstate, 
the Sherman law had not been vio- 
lated, as it only referred to interstate 
commerce. The judge further stated 


(Continued on page 92) 
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The Summer’s 


MONEYMAKER 


Order 





Priced Right, $4.00 


Attractive Discount 


Effortless—Never leaks—W eighs only 6 lbs.— 
the CASCO assures delicious ice cream. 


2 Quart size only 


The Stirrup Mfg. Co., Inc., 
397-403 Market St. Newark, N. J. 











RS SOMME 
Only FAIRMOUNT Quality 


Satisfies the Automotive Mechanic 


Hand tools which survive the gruelling service exacted 
from them by the average auto mechanic can be expected 
to serve satisfactorily in all other kinds of work. 

So, when you offer 
Fairmount Drop 
Forged Tools, you 
have the assurance 
that you are sup- 
plying the highest 
quality hand tools 
obtainable—for 
only Fairmount 
quality satisfies 
the automotive me- 
chanic, 

Start getting this 
highly profitable 
hand tool business 
by displaying Fair- 
mount Triple ‘‘A’’ 
Chisels and 
Punches. Number 
615 Display Unit 
shown here con- 
tains a popular as- 
sortment of chisels 
and punches, whose 
resale value is 
$18.85. Dealer’s 
discount is 3314 %. 
Order from your 
jobber. 

The Hardware 
Merchant Is The 
Togical Supplier of 
Hand Tools Used 
in Shops Providing 
Top-Notch Auto- 
motive Service. 
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The Mightiest 
MITE 


among Casement Operators 





’ or wider 


Mounts on any stool 11/.’ 


No. 94 


Casement Operator 


It’s small. And, it’s powerful. For its size 
it is probably the most powerful made. That’s 
why “Rixson 94” is popular both with home 
owners and with architects, contractors, and 

carpenters. 


For, the size permits easy mounting on very 
narrow stools, and the power is an expression 
of great convenience in use. 


It is the woman user especially who appreci- 
ates “Rixson 94” when it fully opens or closes 
her outswing casement in only 3'/ turns of the 
handle. The other features build up complete 
satisfaction: No interference with fly screens, 
automatically locked when at rest in any posi- 
tion, no rattle, and holds its efficiency years 
on end. 

Write for details or see 
the Rixson Catalog in Sweet’s 


THE OSCAR C. RIXSON CO. 
4450 Carroll Ave., Chicago, III. 


New York Office: 101 Park Ave., N. Y. C. 


Atlanta 


Philadelphia New Orleans Los Angeles Winnipeg 
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Builders’ Hardware 


Casement Operators & Hinges 
Concealed Transom Operators 
Adjustable Ball Hinges 
Butts, Pivots and Bolts 
Door Stays and Holders 


Overhead Door Checks 
Floor Checks, Single Acting 
Floor Checks, Double Acting 
Olive Knuckle Hinges 
Friction Hinges 
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that the defendant was well within 
its rights to take any action they 
thought advisable in regard to agree- 
ments as to whom they would sell and 
at what prices they would sell so long 
as they confined such restrictions to 
the one State. 

If this is good law, and I think it 
is, a great many trade associations 
could legally make agreements as to 
the maintenance of prices, etc., where 
this agreement covered only the one 
State. Then they would only be amen- 
able to the laws of that particular State. 
Some wholesalers, I believe, operate 
exclusively in one State and there- 
for such concerns should not fear the 
-ederal laws on the subject. Further- 
more, | would think, that a group of 
merchants could legally make an 
agreement binding only on sales in one 
particular State, even though these 
merchants did business in other 
States. Even this would be some help, 
would it not? 

Wm. J. Berry. 


Welcomes Gallaher Articles 


Winnipec, Man.—Accepting your 
suggestion that HarpwarE AGE would 
welcome comments and suggestions on 
articles appearing in your trade maga- 
zine, | venture to accept the invitation 
and make reference to Mr. E. Bb. 
Gallaher’s article, “The Ruyer,” in 
Harpware AGE of May 1. 

First, let me congratulate you on 
acquiring the services of such an 
authority as Mr. Gallaher to give of 
his great talents for the benefit of 
your readers. Those who have had 
the pleasure of meeting and hearing 
Mr. Gallaher know what to expect and 
are never disappointed. 


Business Failures Increased 
In Week Ended May 10 
Commercial failures during, the week 
ended May 10, as reported by both Brad- 
street’s and R. G. Dunn & Co.’s reviews, 
indicate a tendency to increase, Brad- 
street’s reporting 461, as compared with 
444 for the previous week, and Dun show- 
ing 525, against 472. The totals reported 
by the reviews are in both cases higher 
than for the corresponding week of 1929, 
when Bradstreet’s indicated 391 and Dun 
428. Canadian insolvencies, says Brad- 
street's, fell from 35 to 33, while Dun 
shows 47 against 49. 


IN THE WEEK’S MAIL 


(Continued from page 90) 


A close student of economic condi- 
tions at all times, and a friend of the 
hardware man, we hardware men are 
also to be congratulated on _ being 
honored with the benefit of his sage 
advice. 

Mr. Gallaher’s article on the ismpor- 
tance of the buyer of an institution 
as a real factor, not sufficiently ap- 
preciated, is a refreshing change to 
the sermons that are so constantly 
preached of the all-importance of the 
sales end of the organization. There 
is no argument with the sales depart- 
ment. It is important, and by all 
means keep it stimulated to its high- 
est pitch in sales effort. This, after 
all, is only the clearing department 
for merchandise which has come 
in through the receiving end, as the 
result of the buyers ability to inter- 
pret the wants of his consuming pub- 
lic. The success of the sales end will 
result much in the degree of success 
in which the buying department has 
tulfilled its function. 

One might be pardoned for asking 
Mr. Gallaher just who he is address- 
ing this article to. I take it your 
readers include manufacturer, whole- 
saler and retailer. One might be safe 
in assuming that the retailer com- 
prises the great majority of your 
readers. 

This article, while in principle is 
applicable to all three types of buy- 
ers, it is not, however, particularly ad- 
dressed to the ordinary or humble re- 
tailer, the one who could best profit 
from Mr. Gallaher’s advice. Neither 
the manufacturer nor the wholesaler 
need it quite so much as does the re- 
tailer. 

There is one thought the writer 
has profited by greatly in his buying, 
which I think Mr. Gallaher would ap- 


The largest territorial increase in fail- 
ures reported for the week was in the 
Middle Atlantic section, where defaults 
totaled 140, an increase of 17. The New 
England, Western and Far Western sec- 
tions all reported decreases n number of 
failures. 

The percentage of the defaults falling 
in the groups of businesses employing 
capital of $5,000 or less showed an in- 
creases of 3.3 per cent to 71.3 per cent of 
the total number reported, while the 
group using from $5,000 to $20,000 had 
fewer failures, falling from 22.5 per cent 
to 18.6 per cent. 

R. G. Dun && Co., commenting on the 
increase in the number of failures re- 


prove and that is taking the selling 
end of the staff into confidence in the 
purchase of major lines and quantities. 
They are, as a rule, closer to the ulti- 
mate buyer than the boss himself and 
their combined judgment should be a 
contributing factor in more success- 
ful buying. This cooperation plan 
involving the selling force, throws 
considerable,onus on them to justify 
their judgment by a supreme effort, 
if necessary, to dispose, at a profit, 
their own recommendation. 

Let us have more from Mr. Gal- 
laher, I am sure we retailers will wel- 
come more of his “straight talk.” 

Yours truly, from away up north 
of the 49th parallel, 

C. C. FALCONER, 
Falconer’s, Ltd. 


WANTS “TRADE WINDS” 
ARTICLE 


OKLAHOMA City, OkLA.—Your 
“Trade Winds” ‘article in this week's 
HARDWARE AGE contains a lot of food 
for thought. In my estimation it is 
more far-reaching than any that you 
have ever written for this particular 
page. 

If it can be done, I would appreciate 
one hundred sheets of this article, and 
I would be willing to pay for the cost. 
We have that many members in our 
local jobbers association here, all of 
whom employ traveling men. 

It is my wish to put this article in 
the hands of each jobber together with 
a letter, the results of which will prob- 
ably set some of them to thinking. 

If these sheets can be gotten out 
within a few days, please send them 
to us with a bill for the cost. 
(Signed) F. S,. Lamps, President, 

W. J. Pettee & Co. 


ported for the month of April, say: “In 
addition to the rise in number of failures 
last month, there was a sharp expansion 
in the liabilities among manufacturers 
and traders. Thus, the manufacturing in- 
debtedness, at $19,668,738, was almost 
double the $10,422,876 of April, 1929, and 
the amount involved by trading reverses— 
$23,426,764—showed an increase of more 
than 21 per cent over the $19,101,961 of 
April, 1929. On the other hand, the liabil- 
ities among agents, brokers, etc., despite 
the larger number of defaults, was only 
moderately higher than that of a year 
ago, $5,963,806, comparing with $5,744,- 
865 in the earlier period.” 
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TRADE MARK REGO 


DISHMOP— 


wie The Big Seller 





At 15 cents 
With Colored MHandle- 
Blue, Green, Yellow, Red 
We want every Retailer to 
see the NEW DUX Dish- 
mop that is fashioned “like a 
dishcloth with a handle” and 
serves as a DISHCLOTH 
and DISHMOP combined. 
It’s selling like — sixty. 
One Jobber repeated 
15 times within nine 
months, some orders 
totaling 9 gross. 


If your Jobber hasn’t stocked 
DUX Dishmops send us _ his 
name on your letterhead and we 
will see that you are supplied. 
DUX is a good quality white 
cotton mop securely; stapled to 
SIDE. Handles are beautifully 
lacquered in Blue, Green, Yellow, 
Red or Clear. 
1 FREE Metal Display Stand is 
sent with initial order 
JOBBERS — Send for Sample, 
Prices and Full Details. 


DUX DISHMOP 
COMPANY 


55 North Second Avenue, 
Mount Vernon, N. Y. 
Western Office: 519 Call Bldg., 
San Francisco, Cal 





















to find out exactly what 
of fumbling around for a penny or feeling 
pect a profit- 




















Wat isa 


Customer Worth? 


HERE are only two ways to increase your volume of 
business. The first is to develop the business of each 
customer so that he buys more goods from you. 


second is to increase your number of customers. 


One way to do this is by offering them the opportunity 
they weigh without the necessity 


no matter how small 
weighed 


On the front of the scale pictured 
neat transfer calling attention to the 
that free weight is given with the compli- 
With each 
packed an attractive card for uss¢ 


ments of the store. 
dow or on the counter. This 


Our Hanson Automatie Scale. 
j On It.” 


dozen new ctstomers from 
came into the store to get 


and developed the habit of 


tomers for your store, please 








and quote a PRICE that will 
eyes. 

















item to sell. 











Thats the Rule 1 like to Sell/ 
The FARRAND RAPID RULE 


The original Flexible-Rigid-Concave Rule 
“It’s a pleasure to demonstrate it—and it’s a profitable 


Every one we sell makes a friend for our- 


selves and the manufacturer, because it is durable, 
convenient, and gives efficient service.” 
Distributed through wholesalers 


Manufactured by 


HIRAM A. FARRAND, Inc., Berlin, N. H. 
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“Free Wate With Our Compliments 


A hardware store which used this scale 
wrote us that it had developed 


every few days for the same purpose. 


If you are interested in building 


send you complete bulletin on 


Hanson Scale Company 
525 N. Ada St., Chicago 
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Southeastern Holds Successful Convention at Atlanta 


Best Competitor?” He told a compre- 
hensive story of remodeling his store 
which was intensely interesting. Mr. 
Crisman has several novel methods. 
He gives prizes each year to custom- 
ers who have the best looking yards 
in his town. His employees carry 
“want cards” on which they enter 
goods, which should be added to 
stock. These are turned in daily. He 
continually adds new lines. Last year 
he added outboard motors; camp 
goods, power lawn mowers and con- 
crete garden furniture. He strongly 
condemns manufacturers who sell 
their regular lines to chains at pre- 
ferential prices, and declares that 
dealers should not buy from such pro- 
ducers. : 

He was followed by O. D. Jones, 
Thomaston, Ga., on the subject of 
harmful inside competition. Among 
such practices he spoke of pernicious 
merchandising policies, and cited an 
instance where a firm was selling a 
manufacturer’s lowest grade of paint 
and representing it as the best. Other 
such practices, he said, are criticism 
of competitors; quoting absurdly low 
prices on standard articles when the 
merchant has none of the goods on 
hand, merely to discredit competitors 
prices; cutting on goods where there 
is no competition outside the trade. 
The real solution of the inside com- 
petition problem, he said, is friendly 
cooperation. 

The final session was held on 
Thursday with C. X. Balfour presid- 
ing. 

Llew S. Soule, editor, HARDWARE 
Ace, talked briefly on trade condi- 
tions. He was followed by Chas. A. 
Campbell, St. Petersburg, who spoke 
on conducting sales. Mr. Campbell 
told how he planned and managed a 
special sale in his own store with the 
result that on the first day his cash 
sales amounted to $1,700, with regu- 
lar charge sales of $200. He con- 
ducted a sale in November, another at 
Christmas time, and still another in 
February. The last sale was bigger 
than the first with cash sales volume 
of $7,500 in one week. He said that 
he had increased his business in the 
last seven months 69 per cent. 

If you don’t want to work, he said, 
don’t put on a sale. It takes lots of 
work. Continually change location 
of goods and arrangement; mark 
goods at odd prices. 

J. M. Perry, Boaz, Ala., told the 
convention how to get more volume 
without sacrificing profit. Quality, 
he said, is the first thing to consider 


(Continued from page 67) 


as people are not satisfied with low 
quality goods, even at low prices. 
Talk quality, he said, talk “good busi- 
ness” and get a profit; advertise 
harmoniously and live up to your 
ads.; have what people want and al- 
ways have a good stock of the mer- 
chandise you advertise. " 
Alex Hall, Moultrie, Ga., told the 
dealers that 75 per cent of retail fai- 
ure in due to not adding new lines to 
replace those which are not selling. 
The final speaker was A. C. Rod- 


denbery, Cairo, Ga., on chain stores 


and mail order competition. “If we 
are to effectively meet such competi- 
tion, he said, it will be necessary for 
us to offer the public something more 
substantial then an appeal to loyal, 
sympathy and pity. No strong and 
abiding merchandising success has 
ever been built on such a foundation. 
He stressed the fact that while the 
present campaigns against chains has 
turned some chain store customers to 
independent stores, those customers 
can only be held by efficient methods 
and proper prices. 





Sheet Metal Distributors Reorganize 


Metal Branch of National Hardware Association Becomes an Affiliating 
Entity with Own Officers 


FTER nineteen years 
of successful opera- 
tion, the Metal 

Branch of the National 
Hardware Association was 
reorganized as the Nation- 
al Association of Sheet 
Metal Distributers, the new 
plan of organization having 
been adopted at a meeting 
in Niagara Falls, Ont., on 
May 16 and 17. 

The new association, 
while continuing to func- 
tion with the cooperation 
and assistance of the par- 
ent organization, will elect 
its own president, vice-president and 
executive committee. 


Low Point in Business Reached 


In a discussion of current business 
conditions, which was led by R. B. 
Flershem. vice-president, Marine 
Trust Co., Buffalo, and formerly 
vice-president of the American Ra- 
diator Co., members of the associa- 
tion expressed the opinion that, while 
business in their industry has fallen 
20 to 25 per cent behind last year, the 
low point apparently has _ been 
reached. Mr. Flershem, in a gener- 
al summation of the statistical barom- 
eters upon which business forcast- 
ing is predicated, indicated that cur- 
rently business sentiment is somewhat 
worse than actual conditions. 

A. P. Lamneck, Columbus, Ohio, 
expressed the opinion that boom 
periods in industry of the kind wit- 
nessed in 1929 may not be expected 
to occur so frequently in the future, 
because of general overproduction, 
the elimination of labor by means of 





George A. Fernley 





F. O. Schoedinger 


machinery and the unstabilized con- 
dition of the farming industry. 


Profits Again Low 


Overhead expenses by association 
members were again high in 1929, ac- 
cording to a report by George A. 
Fernley, secretary of the association, 
which was based upon the experience 
of nine concerns. The average total 
expense of these companies was 21.12 
per cent of sales, this figure having 
included administration, warehousing 
and handling, selling expense, fixed 
charges, interest at 6 per cent on 
capital surplus, and losses from bad 
debts. The average turnover for the 
nine companies reported was 4.55 per 
cent, with individual figures ranging 
from 3.5 per cent to 6.93 per cent. 

One method by which business may 
be improved is by the addition of spe- 
cialties to the lines now carried. But 
it was pointed out that the average 
jobber now carries so many items 
that he has not the time to force the 
sale of specialties, and that manufac- 
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S ERS Pivot Bearing, Grip Neck, Ball 
Bearing, Truck Casters, Institution, 


Ete. 


FAULTLESS CASTER COMPANY 
EVANSVILLE. INDIANA. 


Canadian Factory: Stratford, Ontario 








POULTRY NETTING 


Galvanized Before and Galvanized c4/fter Weaving? 
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For breaks or cracks in 
plaster walls ... you 
can safely recommend 
Pecora Perfect Patch- 
ing Plaster. Made to a 
superior formula but 
costs no more. 2%, 5, 
8 and 15-lb. cartons. 
Write for sample and 
prices. Pecora Paint 
Company, 4th Street and 
Glenwood Ave., Phila- 
delphia. Established 
1862 by Smith Bowen. 


rades 


€Look for the tag, carrying our name, at the end of every roll! 


The Gilbert & Bennett Mfg. Co. 


Established 1818—Americe’s Oldest Woven Wire Pactory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


Mew York City Georgetown, Conn Chieage Keneee Gy - 

















SINCE 1857 


Pliers, Tackles, Staley 
Climbers, Safety Straps, 


Tool Bags, Lag Wrenches, Sleeve 
Twisters, Wire Grips, Tree Trimmers 


KLEIN 

















& Sons 


Mathias 


Established 185/ 
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WALWORTH 


Walworth Company, General Sales Offices: 
60 East 42nd St., New York 


Plants at Boston, Mass.; Kewanee, IIl.; 
Greensburg, Pa., and Attalla, Ala. 
Distributors in Principal Cities of the World 


Walworth Company, Limited, 620 Cathcart St., Montreal, P. Q. 
Walworth International Co., New York, Foreign Representative 


Makers of Dan Stillson’s Wrench 











PAINE 





SPRING WING TOGGLES 


are used for attaching any ob- 
ject to a hollow wall or ceil- 
ing. 

They work instantly in any 
position in any hollow ma- 
terial. 


The SPRING Does It 


Catalogued and stocked by a 
majority of the Hardware, 
Electrical and Plumbing Job- 
bers of the country. 

Samples and prices on re- 
quest. 


The Paine Company j"buria's. New Yat W. ¥- 











ORICINAL 


Drain Pipe Cleaner 
STRONGEST AND BEST 
New Popular Price Can 
MORE PROFIT FOR YOU 
Satisfied Customers and 
Quick Turnover 
USE IN COLD WATER 


Will not Harden in Pipes 
Every Can Guaranteed 


Ask Your Jobber 
MANUFACTURED BY 
The Chamberlain Company 
Pittsburgh, Pa. 

















RECOGNIZED 
The World’s Most Practical Hack Saw 


It will pay you to - a : 
know more about ‘S : Ss 


the famous Cham- \ nafezgberg Quatitynrs 










pion. Write for psseonsi 
information, and 
learn also the 


unique counter 6)» 











hack saw display (, < S) 
—a real sales- ‘ 
maker. 

The Forsberg Manufacturing Company 
Bridgeport Connecticut 


“Hack Saw Specialists” 














Sheet Metal Distributers Reorganize 
(Continued from page 94) 


turers’ representatives are developing this business in a 
number of territories. Jobbers reported that sales of elec- 
tric tools have been generally profitable where this line has 
been introduced, although in some territories difficulty with 
collections has been experienced. Warm air furnaces and 
fittings have also proved a profitable line in some instances. 
F. O. Schoedinger, Columbus, Ohio, chairman of the Metal 
Branch, brought this discussion to a close with a plea for 
further diversification of products, which was generally 
supported by the members. 

A discussion of the effect of the marginal profit on gal- 
vanized roofing upon the volume ef sales of this article 
was led by Robert H. Lyon, Lyon, Conklin & Co., Balti- 
more. Mr. Lyon was of the opinion that distributers have 
little opportunity for profit on this product because of the 
low margin and also because of direct mill competition, or 
the competition of direct mill shipments through the dis- 
tributer. Karl Roth, Braden Mfg. Co., Terre Haute, Ind., 
stated that mills were taking this business at the distribut- 
ers’ cost in his territory, and that the line had practically 


| ceased to be profitable. 


Distributers Must Be Salesmen 


A challenge to the warehouse industry was made by 
Thomas D’A. Brophy, vice-president, Revere Copper & 
Brass Co., Inc., New York, when he stated that his com- 
pany was considering direct factory distribution of copper 
products, unless better volume was obtained from jobber 
sales. Mr. Brophy said that the copper industry was spend- 
ing large sums in advertising each year, the value of which 
was entirely lost if proper distribution channels are not 
clearly defined. The Revere company favors distribution 
through jobbers if they really do their job right. “Dis- 
tributers,” said Mr. Brophy, “should be the salesmen of the 
manufacturers and not mere order takers.” 


| Trade Practice Conference Still Under Consideration 


Robert H. Lyon, reporting on the association’s trade 
practice conference committee, indicated that the calling 
of such a conference was largely up to the individual 
members. Recently several associations have had difficulty 
in obtaining the attitude of the Federal Trade Commission 
on certain practices existing in the trade, and it was finally 
decided to postpone indefinitely the calling of such a con- 
ference in the sheet steel distributing industry. 

Other association business of more than passing interest 
included what amounted to a vote of confidence to the 
mills, as a resolution was passed inviting mill representation 
in the reorganized association. It was also decided, if 
possible, to hold the next annual meeting of the group at 
the same place and on adjacent dates to the annual meeting 
of the American Steel and Heavy Hardware Association, 
which is holding a meeting this week in Chicago. 

Under the reorganization plan, officers of National Asso- 
ciation of Sheet Metal Distributors elected for 1930-31 
are as follows: President, F. D. Schoedinger, F. D. Schoe- 
dinger Co., Columbus, Ohio; vice-president, A. W. Howe, 
J. M. and L. A. Osborne Co., Cleveland; secretary, George 
A. Fernley, Philadelphia. Executive Committee, three 
years: F. J. McNeive, W. F. Potts Son & Co. Inc., 
Philadelphia; C. S. Harper, Harper & McIntire, Ottumwa, 
Iowa. Two years: W. H. Bowe, Herrick Co., Boston; 
L. D. Mercer, Republic Steel Corporation, Youngstown. 
One year: F. M. Fuller, American Sheet & Tin Plate Co., 
Pittsburgh; E. H. Hoffeld, Ferdinand Dieckmann Co., Cin- 
cinnati. Advisory Committee, Walter H. Donlevy, Phila- 


delphia, 
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There’s Nothing New Under the Sun 


(Continued from page 89) 


in an inexpensive manner. The cost of advertising was 
cheap. The Sunday advertising with cut prices brought 


a flood of buyers on Monday. 


Today newspapers are all powerful and their rates 
As a limited number of department stores 
prospered, others scented the field as a good one and 
became competitors, with the consequent competition for 
each others’ employees, and the three to eight dollars a 


are high. 


week wage scale disappeared. 


Handsomer and more costly department stores came 


into vogue, with enormously increased housing expense, | 


and today, with the enormously increased cost of doing 
business, the department store is no longer a cheap place 


at which to buy. 


Likewise, the mail order house threatened the inde- 
pendent retailer, only to make him a better merchant. 
And now it is the chain stores, the power, strength and 
possibilities of which have been overestimated, again 
serving to make the independent retailer a better mer- 


chant. 


It would be mighty interesting if one could know how 
much money had been made by retailers and how many 
ultimate fortunes had grown out of their activities, in 
that period since the manufacturers’ agents were ex- 
pected by some to prove that the jobber had no place in 


the picture of merchandising in America. 


In connection with all thts, it is interesting to compare 
the exploitation of the chain store a year ago with a 


recent bulletin of the Retail Hardware Dealers Associa- | 


tion giving along with other comments records showing 


steady reductions in the earnings of the chain stores. 


My personal relations have been of such a pleasing | 


nature that I thought I wanted to tell you of my resig- 
nation, and these thoughts I have included in the above 
No doubt they coincide 


occurred to me as I dictated. 
with your own experiences and impressions. 


I shall keenly miss the contact with old business 
friends, and certainly hope at least to see many of them 
occasionally. When I am in New York, even when I am 


in a hurry, I shall certainly at least give you a “ring.” 


I want to congratulate you on the most apparent prog- | 


ress that the Remington Arms Company is making un- 


der your leadership and guidance. 
My best wishes to you always. 
Very truly yours, 
Harry S. PERKINS, 
Vice-President. 


Give the boss more than he has a right to expect, and | 
if he is any kind of a boss he will see that you are prop- | 


erly rewarded. And if he doesn’t, no man can succeed | 
under him—and you had better find a new job.—IlValter | 


P. Chrysler. 


| 
| 








QUALITY-BUILT 
STEEL PULLEYS 


TACKLE or AWNING PUL- 





LEYS IN A VARIETY OF 
SIZES — GALVANIZED 
FINISH 


Superior in every way to cast 
iron pulleys. Sold at equal 
cr lower prices. 
See your jobber or write direct 
for prices and information. 
Jobber’s inquiries invited. 
Hart & Cooley Mfg. Co. 
Successors to Federal Mfg. Co. 


61 W. Kinzie Street, Chicago 
Factory—Holland, Michigan 








HERE’S THE SEASON’S 
GREAT PROFIT MAKER 


™ Vollrath 
Vitalizer 


for mechanical refrigerators 


ies 








Retails at $185, $260, $275, $320 (Slightly bighe 


in some states 





Write for complete information 


THE VOLLRATH CO. (Est. 1874) SHEBOYGAN, WIS. 








FOR SMALL CABINET HARD- 
WARE, BOX, CHEST, REFRIGER- 
ATOR AND CUPBOARD 
HARDWARE, LOOK TO THE 

No. 1816 

BRAINERD LINE 


Corners, Hasps, 


Hinges, Catches, SERVICE 
oe - fuss AND 
atches, Levers, 

Knobs, Escutcheons, possi amd 


Card Holders, Key 
Checks, Hooks, 
Mirror Plates. 
THE BRAINERD MFG. CO. 
EAST ROCHESTER, N. Y. 





No. . 0864 





No. 743 











PELOUZE 
New Household Scale 
DE LUXE 


Capacity 24 pounds by 





ounces. Artistically de- 
signed. Sturdy, compact 
construction. Beautifully 


enameled in the choice of 
several colors. Double up- 
right supports. Invalu- 
able to every household. 
Order early through your 
jobber. 


PELOUZE MANUFACTURING CO. 


282 Kast Ohio Street, Chicago 


Manufacturers of reliable scales for 
many purposes. Send for catalogues. 








No. E80—Enamel Dial 
T-30 with Scoop 
Ne. G30—Glass Dial 








Specify “PELOUZE” in ordering of your jobber 
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WICKWIRE BROTHERS 
GRAY-WICK WIRE CLOTH 


Popular seller. Wire is drawn from Open 
Hearth Copper Bearing Steel % gauge 
OVERSIZE. Resists rust better than or- 
dinary steel wire. 


We control every operation. Electro Plating 
is of 8 to 10% Zinc Coating, heavily enameled 
—a double protection against corrosion. 18 
to 48 in. widths, double selvage. Ask your 
Jobber. 























The NEW Silvery 
McKAY TIRE CHAINS 


satisfy motorists everywhere because they're 
built to last, because they’re equipped with 
a better fastener, because the silvery finis} 
adds to the car’s beauty. 

UNITED STATES CHAIN & FORGING CO. 
Union Trust Building, Pittsburgh, Pa. 


MSKAY TIRE CHAINS 
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ARMSTRONG BROS. 
Knife Blade Cutter Wheels 


Carefully hined from sel d Alloy Tool 
Steel, heat treated, hardened and oil tem- 
pered, these improved design (Knife Blade) 
cutter wheels cut much faster, require less 
power and last longer than ordinary wheels. 


Smooth or Knurled Edge 
These wheels can be bought at all leading 
supply houses for all makes of pipe cutters. 
Made with smooth or knurled edges. 
Write today for Catalog P-10, 
ARM- 


showing and describing 
STRONG BROS. Line of Better 
Pipe Tools. 








Armstrong Bros. Tool Co. 
“The Tool Holder People’ 





314 N. Francisco Ave., Chicago, U.S.A 














Your customers will buy 
Moore Push-less Hangers 
when they see them in 
Snappy 
Colored 
Window 
Front 
Packets 


Get a Style “L” Cabinet 
From Your Jobber 


MOORE PUSH-PIN CO., Philadelphia 














| 








“The Hardware Dealers’ Magazine” 
Published Every Thursday 





» 


Issued every Thursday by Iron Age Publishing Co. Division of the United Business 

Publishers, Inc., 239 West 39th Street, New York City. Andrew C. Pearson, 

Chairman of the Board; Fritz J. Frank, President; C. A. Musselman, Vice-President; 
Frederic C. Stevens, Treasurer; Arnot L. Davis, Secretary. 


Member Audit Bureau of Circulations; Member of the Associated 
Business Papers. 





EDITORIAL CONTENTS OF THIS ISSUE 


Hardware Age Announces Series of Articles on Store 


Arrangement and Management.............. -, fi 
ROE NN ois 20s 5 Mowe dic ole ie oe GSE wa whos 43 
Competition Between Cities and en by Charles 

Pe ERED ee PEPN A LAN e ris cao aa ees cart aerated a 44 
Should Manufacturers Sell to Mail Order Houses... 46 
There is a Better Way to Sell Linoleum........ . 7 


Comparing Electrical Appliance Window Displays... 48 
Mrs. Edith Seely, at Seventy, Sells Electrical Appliances 49 


What Ozone Devices Are, by Wm. J. Lohman..... 50 
Swanks Sell Electric ene as Comfort, Health 
and Economy ........... 52 


You Can Use and Sell the Remarkable Electric Eye 55 


Conientration on One Line of Enamelware Puts Pep 


ee A ee ae Rane ae ee a . 56 
PS SSE AND I 855 Benin a wevneue cha aww 59 
There’s Nothing New Under the : elke : Saunders 

URNA on no os ote EU a ARON 4 Ft aces Coe 64 
Southeastern Holds nee nanan at Atlanta 66 
eo Market News of the Week..... ........ 68 
In the Week’s Mail .................... 90 





EDITORIAL REPRESENTATIVES 


Cutoaco: GEorcp F. Massry, 1507 Otis Bldg. 
PITTSBURGH: T. H. GeRKEN, 1319 Park Bldg. 
CLEVELAND: F. L. PRENTISs, 1362 Hanna Bldg. 
CINOINNATI: ROBERT G. MCINTOSH, 409 Traction Bldg. 
Boston: GERARD FRAZAR. . 

MINNEAPOLIS: F. S. SMirn, 4216 Bryant Ave. S. 
WASHINGTON: L. W. MOFFETT, 536 Investment Bldg. 


ADVERTISING REPRESENTATIVES 


New YorkK: P. J. Coscrove, 239 W. 39th St. 

BosToON: CHAUNCEY F. ENGLISH, 140 Federal St. 
PHILADELPHIA; HAROLD G. BLODGETT, 1402 Widener Bldg. 
CLEVELAND: WILL J. Feppery, 1362 Hanna Bldg. 

Curoaco: D. M. ANDREws, H. A. MAGUIRE, 1507 Otis Bldg. 


SUBSORIPTION PrickE—United States, its possessions, Canada, Mezico, Central Amer- 
ica, South America, Spain, and its colonies. One year, $3.00; Foreign countries not 
taking domestic rates, 1 year, $6.00; Single copies, 25c. each. Subscription remit- 
tance should be made by Check, Post Office Money Order, Express Money Order or 
Bank Draft, payable to HARDWARE AGE, New York. 




















HARDWARE AGE for MAy 29, 1930 a 99 








VNU 





THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warchousee—New York, Chicago, Philadelphia. 
Western Factory—Dayton, Ohio. 








——| SPEED UP 











SALES 


Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post card will bring prices 
and information by first mail. 


ALLITH - PROUTY COMPANY 
DANVILLE, ILLINOIS 




































Fluxes 
Perfectly 
Saves Send for a FREE Sample 
Can. Let some _ good 
Solder Plumber or Tinsmith give it 
No Poi a fair trial. P : 
—_— tf RYU Soldering 
Fumes Flux does not support every 
; claim, we won’t ask you to 
Will Not handle it. 
Corrode Write today 
Metal RUBY CHEMICAL CoO. 
68 McDowell St., Columbus, Ohio 





--- FOR BETTER HOMES 


This rust-proof mail box with the new 
Dualock feature is built for service, 
protection, and economy. Can be re- 
tailed at a low price. Finished in 
six attractive colors. Write for com- 
plete description and prices. 


NEW YORK OFFICE CHICAGO OFFICE 
113 Broadway 1498 Merchandise Mart 


ULITON LIN E 


PATENT NOVELTY COMPANY 


FULTON ILLINOIS Inc 
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SAMSON CORDAGE WORKS 
BOSTON, MASS. 


Note) 5 OOO). 9D) 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
There IS a Difference in Sash Cord”’ 
OTHER BRAIDED _CORDS:* COTTON TWINES 


Send for catalogue, samples and selling information 





“Check and Double 
eck ¢ 


You Need This Display of 
House Numbers—RIGHT NOW! 


_ houses are being washed and 
This Is the painted, good house numbers are as 
Deluxe staple as screens and lawn seed. And 
ein bvrieheali Alga: when it comes to good numbers, there 
num with heavy are none that attract the eye and open 
black enamel. the pocketbook as quickly as Premax 
Also many other Deluxe House Numbers. They should be 
styles in both on your counter—right now! Ask your 
brass and alumi- jobber, or write to us, tody. 


num. Write— 
PREMAX PRODUCTS, INC. 


240 Tenth Street, Niagara Falls, New York. 


DELUXE HOUSE NUMBERS 










_THE MARK oF AGOO 
. _ 


The largest 
selling wrench 
set in the we 


world y 





Vichek Fitz-All 
Wrench Set 





E WORLD'S LARGEST MAKERS OF SMALL TOOLS’ 
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CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 


BUSINESS OPPORTUNITIES 








Manufacturers and Importers—Notice 
If in need of high grade representation anywhere in U. 8S. send us 
inform: tion as to territory open, nature of goods, etc., and we will 
give all details. 

Our membership includes some of the very best salesmen in hard- 
ware, tools. and kindred lines, calling on jobbers, retailers, chain 
stores and industrials. 
NATIONAL HARDWARE SALESMEN’S ASS'N. 
5 N. Lavergne Ave., Chicago. 





FOR SALE—A $20,000.00 corporation composed of Hardware, Paints, 
Furniture, Undertakers Supplies and Lumber. A going concern paying 
regular dividends. Could sell controlling interest for about $7,500. No 
trade. Located in North Central Texas in a good small town. Only 
Lumber, Paint, Furniture and Undertaking business here. Good reason 
for selling. Address Box I-830, care of HarpwarE AGE, New York City. 








FOR SALE—Ketail hardware business in northern part of New Jersey, 
Inventory and Fixtures $25,000. Splendid opportunity. Established 30 
years. Rent reasonable. Population 23,000. Diversified industries. Five 
railroads. Address Box I-818, care of HarDwarE AGE, New York City. 














SOME PRESIDENT of a Builders’ — Company 
IS LOOKING FOR M 

as an assistant to help overcome difficulties of the eis and be a depend- 
able right hand man. Have had my own business with years of practical ex- 
perience in the retail, wholesale and contract ends of builders’ hardware. Am 
young enough to have enthusiasm and old enough to have clear judgment with 
ability and foresight to diagnose a condition and make suggestions to help 
overcome losses and errors. Free to locate anywhere, but prefer Pennsylvania, 
or the Southwestern states Interview with principals is requested. Address 
Box 1-837, care of HARDWARE AGE, New York. 




















IRISHMAN, having sixteen years’ experience of the tool trade in the 
British Isles, and now with four years’ experience in the U. S. A,, 
wishes to get in touch with reliable firm manufacturing small tools or 
machinery to represent them in Great Britain. Would also consider 
Australia or South Africa. Address Box I-831, care of HakpwarRE AGE, 
New York City. 








ADVERTISING-SALES PROMOTION MAN having colaplens ane 
of sales promotion, sales staff, correspondence, merchandising, art work 
and copy of an outstanding syndicated advertising service used by retail 
hardware merchants all over the country. Services available immediately. 
Address Box 1-833, care of HarpWARE AGE, New York City. 


HARDWARE MAN with 10 years’ experience as eileen un emetians 








New York and eastern territory and with large personal acquaintance 
among hardware jobbers and retailers desires connection with responsible 
concern. Salary or commission basis. Address P. HACKER, 3470 East 


Tremont Avenue New York City. 


HAKDW AKE ‘MAN—14 years’ experience shelf and builders’ hardware, 
tools, plumbing, electrical supplies and paints, desires a permanent con- 
nection with opportunities in or near Metropolitan territory. Can furnish 
= references. Address Box I-813, care of Harpware Ace, New York 

ity. 








HARDW ARE and housefurnishing man with 20 years’ experience de- 
sires position as salesman or buyer for retail store. Address Box 1-838, 
care of HArpwarE AGE, New York City. 





BUSINESS OPPORTUNITIES 


ADDED PROFITS DERIVED FROM THE SALE OF GENUINE 
NAVAJO RUGS direct from the Indian reservation. More demand for 
these rugs each day. A liberal arrangement will be made for those who 
= to add this profitable line. Gallup Mercantile Company, Gallup, New 

exico. 














WANTED 
JOB LOTS, SURPLUS STOCKS 


Of hardware, all kinds—tools—night latches—lock sets—cylinders 
padlocks—key blanks—in fact any articles suitable for resale to 
the hardware trade. Have spot cash for réal bargains. 


Manufacturers Material Exchange 
4640 N. Campbell Ave., Chicago, Ill. 

















ATTORNEY HAS CLIENT WITH 
MANUFACTURING EXPERIENCE 


who would like to purchase outright or the controlling 
interest in established concern manufacturing a product 
sold to the wholesale trade. Must be a going concern 
with good prospects. Value of business should exceed 
$100,000. Will make payment in cash. One located i 
the east is preferred, though not essential. Will deal 
with principals only and all communications will be held 
in strict confidence. 


Address Box I-835, care of HARDWARE AGE 
New York 











FOR SALE—Modern Heller fixtures, complete, used only three months in 
store 22 x 50 feet. Repossessed. Will sell at substantial discount. Ad- 
dress Box 1-823, care of HarpwarE AGE, New York Ci 


SALES ACCOUNTS WANTED 


OPPORTUNITY for Manufacturer, who desires sales service in Pacific 
Coast territory. Sales organization, 5 experienced salesmen, offices San 
Francisco and_Los Angeles, 15 years’ experience selling large dealers 
and jobbers. Can handle one or two additional accounts, commission basis. 
Hardware, THlousefurnishings, Electrical Appliances, Tools, Cutlery or 
Builders’ Hardware. Address Box 1-819, care of HARDWARE AGE, New 
York City. 











MANUFACTURERS’ AGENT seeks staple line for presentation to 
Jobbers in Metropolitan District. To responsible manufacturer who thinks 
well enough of his product to furnish dealer advertising conscientious 
and intelligent sales representation is available, commission basis. Ad- 
dress Box I-832, care of Harpware AGE, New York City. 


SALES REPRESENTATIVES WANTED 











SALES REPRESENTATIVES WANTED 


Salesmen—Onr drive for new members is on. 

Why pay agencies exhorbitant fees for lines or employment when a 
very nominal sum for annual dues get you direct factory sales 
accounts without additional costs of any kind, at any time. 

Write us in detail, stating lines desired, territory covered, and class 
of trade called on, jobbers, retailers, chain stores or industrials, 
and get complete details. National Hardware Salesmen’s 
Ass’n, 5 N. Lavergne Ave., Chicago. 




















SALESMEN WANTED. We have openings for good sideline. Sales- 
men calling on the jobbing trade. Small household article. Wonderful 
repeater, household necessity patented item. All territories open. When 
replying give details on territory covered, experience, reference, etc. All 
replies held confidential. Commission basis. Newark Products Company, 
27 Elizabeth Avenue, Newark, N. 





WANTED—Salesmen by old reliable New York manufacturing con- 
cern to handle on commission basis a product used in place of pure white 
lead. Is non-poisonous. Ground in pure linseed oil, for outside use, and 
at an attractive price. Also several other fast selling paint items. Address 
Box 1-811, care of HArpware AGE, New York Citv. 

—_— 





SALESMEN WANTED —Salesmen calling on Hardware Jobbers to 
handle new popular-priced patented window lock as side line, on straight 
commission basis. Protected territory; large commission. Write. KLOSS 
HARDWARE SPEC I, ALTY CO., 5621 S. Artesian Avenue, Chicago, II. 

SAL ESME N—with ‘idllewing in wholesale and retail drug, hardware 
and grocery fields. Staple product. Sells and repeats quickly. Excep- 
tionally low-priced. Liberal commissions on sales and re-orders. Address 
Box 1-828, care of HARDWARE AGE, New York City. 











SALESMEN- write experience and following among good plumbers, 
department stores, and hardware dealers, to sell popular priced line o 
plumbers’ brass and rubber goods, malleable fittings, closet seats, bath 
sprays; etc., on a strict commission basis for a well established popular 
priced house. Some good territories now open. State age, line you now 
carry, and past experience. Address Box I-829, care of HARDWARE AGE, 
New York City. 





SALESMEN for Metropolitan New York territory with well established 
manufacturers’ agent. Standard steel products made by highest grade 
manufacturers, for hardware jobbers, mill supply houses, factories, rail- 
roads, etc. Commission only. Address Box 1-834, cage of HARDWARE AGE, 
New York City. 





WwW ANTE D. High type man with sales force to canvass cities of ten 
thousand and over, with popularly priced heating accessory. Reliable 
reference required. “ommission. WALKER MANUFACTURING 
Cc OMP ANY, St. Joseph, Mo. 

SAL ESMEN W ANTE D—A good commission promptly paid; good 
prices on good, honest goods; will sell trade that will reneat. Want 
a ben ape men who can sell Rope to responsible concerns. Write stating 

yw covered and_ give references. INTERNATIONAL 
CORDAGE "& YARN CO., 163 Front Street, New York City. 

















FOR SALE—Hardware, Plumbing and Sheet Metal shep with an estab- 
lished business conducted 28 years by the owner. Thi s is a god oppor- 
tunity for a combination sheet metal worker and plu:nber who wis"es to 


follow these trades and conduct a smal! hardware business ‘n connec‘ion. The 
building, stock and tools can be purchased for 2pproximatel, $8,000.00. 
Located in south western New York. o not answer this ad unless 


you mean business; address all correspondence, Box I-836, care of 
Harpware Ace, New York City. 


YEAGER-DECAL CO., desires representatives calling on Paint dealers 
and Hardware stores to take over established protected territories in 
various parts of the country. This will be a good paving side line but 
must be non-conflicting. A-1 references required. 125 South 10th Street, 
Philadelphia, Pa. 


LUSTROUS Aluminum Stove Pipe beautifies a gas stove. and lasts 
life-time Every stove dealer a prospect Territories open. McCarthy 
Mfg. Co., Pear Ave., Cleveland, Ohio. 
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INDEX TO ADVERTISERS 


THE ADVERTISERS INDEX is published as a convenience and not as a@ part of the advertising contract. Every care will be taken to 
No allowance will be made for errors or failure to insert. 























index correctly. 
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MOE’S GARDEN TROWELS 





Fine 25c Leaders 


Made of smooth heavy pressed steel, with blade and 
handle all in one piece. 


Accurately formed, full size, and just the right shaped 
handles to afford an easy grip without fatigue. 


High grade durable tools, finished in baked black 
enamel and fitted with nickel plated end caps. 


Write for Catalog and Prices. 


HoEFT & COMPANY 


2305 Davis St. North Chicago, IIl. 





WOOD SCREWS 


Rivets Roofing Nails 


THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Milton Pray Co., San Francisco, Los Angeles, Seattle 
G. M. Baird & Co., Memphis, Tenn. 





Representatives: 
George E. Quigley, Detroit 
















REFILLSE A PDOMES of 


\..) D 19 Assort- ‘ AT RE > 

ya} ment: Packed STL ENCE Display 
nai Ys BTOSs sets: S 

Idoz.eachof Cabinet on your 
Eee. i%'.99 Counter works for 
sets. you. 

It pays good divi- 
dends on the small 
space it occupies. 


DOMES of SILENCE 


Cost Dealer $9 Per Gross Sets; Sells for $14.40 
Retail for 10c Set of 4 


If your Jobber 
cannot supply 
you—write 
us direct. 


We make allS& 

grades of Sliding ~~ 
Casters, Nail 
Slides, Felt Slides, 
Radio Felt Feet, 
Insulated Slides, 


= Lea OUR PACKAGE 


Domes of Silence, Inc., 21 Pearl St., N. Y. City 














é a 


——_ 


In the 


1928 we 


nounced 


thing new” 
Poultry Netting 
and since that time 
Superior Brand 
has been identified 
by the now well 
known trade mark, 
rooster in colors. 


This 


identification of the 
product has te- 
sulted in greatly 


increased 
orders. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 








Scratch Brush Wire 
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famous makers co -operate on 
sthese remarkable window displays! 











"Cleveland”’ Carbon 
Steel Drill Set No. 26, 
containing eight small drills. 












This is a photo of large cut-out, oil 
painted in eight colors, and divided 
into three sections. 


oa. a 
In Co-operation 
with 


VERY man in your neighborhood who likes Millers Falls / 


to do his own tinkering—every farmer who 
owns a piece of machinery—should own a hand \ / k / 
or power drill, together with a “Cleveland” an CE. 
Twist Drill Set, illustrated above. or 


To help you sell these people, as well as the Stanle y | 
or 


mechanic, we offer a combination window trim, 


featuring our Drill Sets and the hand, breast or Black EDecker/ 


electric drills of any of the five famous makes ut | 


mentioned at the right. Van Dorn/ I 









Each window trim is complete in itself. Above 
is shown our Drill Sets in combination with the The Cleveland Twist Drill Co. 7) HA. 
well-known Millers Falls line. Cleveland, Ohio . 
Ship at once window display ~ material for your 
4 P F ‘ Drill Sets and full instructions for use with display 
Trims and full instructions for placing them material of the following cooperating manufacturer: 


will be sent only to dealers who request them. =  |§$(A@MP WME ------....---------2202 eT ae 
Fill out and mail the coupon before you forget it. 


TWIST DRILL 


COMPANY RON soso saseadccdasnassccasnccnace eee Pere 
CLEVELAND I understand there is no charge for this trim and agree 


NEW YORK-CHICAGO-LONDON to use it in my window as soon as possible this season .. 


The 











FRADE MARK REG. U.S PAT. OFF. AND FOREIGN COUNTRIES SAN FRANCISCO 
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NELSON LAWN GOODS. 


a 





It is especially adapted for sprinkling flowers and delicate foliage. 


The small perforations in It is easy to direct the spray 

this sprinkler emit afan-like to a particular area with the 

sheet of tiny jets of water Flaring Rose. It is unex- 

that are just like a gentle celled for sprinkling small 
i grassy places. 




















dye L. R. NELSON MEG. CO,, ine. 


Peoria, - Illinois 
Catalog and Electros on Request 
Sold Through Jobbers Only 


SQUARE FOUNTAIN 
SPRINKLER 


ORIGINAL 
CLINCHER MENDER 


“CROWN” SPRINL KER [- 








a 60 stC 
yr Vv wm og ne as ee : “a 





